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hat makes the Wrigley Building so memorable? It 
stands out in its landscape—just the way everything mem- 
rable stands out in its field. These stations stand out, too Edward Petry & Co., Inc. 
.. in the minds of national advertisers. They know these The Original Station 
stations deliver the most sales. eae 
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Just as important as one’s 2nd shoe is 
Michigan's 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities...3,000,000 potential 
customers ...684,200 TV homes (ARB 
March ’60)...served exclusively by 
WJIM-TV for 10 years. 


WIJ j M = F | SS: located to exclusively serve LANSING... FLINT...JACKSON 


“6 Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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the harder they fall for WCAU-TV! 


The latest ARB* shows that Channel IO delivers more adults than any other 
Philadelphia station. And more women! If you’ve got big sales ideas, reach 
the big spenders. Call CBS Television Spot Sales or CBS Owned WCAU-TV. 













































The real ditterence 


“I think the real difference you'll find around this place,” said the FCC 
lawyer, glancing quickly over his shoulder, “is that we're now looking to 
the job that mist be done, rather than worrying about who does what to 
whom.” This off-the-record comment seems to sum up the new FCC: it’s 
just raring to go. Where it will go, how it will go, what immediate issues 
it will run pell-mell after, are questions which absorb all thoughtful broad- 
casters. For some light on these areas turn to page 39. As the title indicates, 





there appears to be Trouble Ahead. 





From Section 326 of the Communications Act: “Nothing in this Act shall 
be understood to give the commission the power of censorship over the 
radio communications or signals transmitted by any radio station, and no 
regulation or condition shall be promulgated or fixed by the commission 
which shall interfere with the right of free speech by means of radio 
communication.” That’s just one part of the confusing history of the FCC: 
prohibited by law from indulging in censorship, it is now, some people 
feel, exploring ways and means of doing so. For the story of How It Got 
That Way see page 44. 








Our man was looking across the Washington desk of Newton N. Minow, 
thinking this affable, courteous guy can’t be the roughneck some people in the 
business fear he is. But just then, chairman Minow, eyes glinting, said yes, he | 
was going to address the NAB convention. “I’m going to give ’em a pep talk,” 
he said, grinning. And for a moment our man thought he was talking to a 
prizefighter. For some other fighting words from the FCC chairman see the 





| 

: ; . mae 
exclusive interview beginning on page 46. | 
i 





But it takes six more commissioners to make an FCC. How do the other members stack up in relation to the 
new chairman? On page 50 begins a series of individual portraits which are meant to put the whole thing in 
focus. Because attitudes change (or harden) TELEVISION AGE cannot claim to have had the last word on the sub- 
ject. Will commissioner Ford be less of a moderate than we say he will be? Will Mr. Lee be more con- 


servative? It doesn’t really matter, because the main point is: chairman Minow has his majority. 





May 1, 1961, Television Age 











Often a dynamic age creates frightening by-products. 
The plight of a youngster adrift in the jungle of the city’s slums 
is but one of myriad problems confronting our society. 


The five CBS Owned television stations recognize the need 

to arouse public interest in local problems. Each has a consistent 
record of active community service, via not only regularly-scheduled 
publie affairs programs, but also hour-long, locally-produced 
““specials”’ broadcast in the stations’ prime viewing hours. 


Some recent examples: “Strangers In The City;?? WCBS-TV’s 

examination of the Puerto Rican population of New York; 

“Survival;’an analysis by KNXT of Southern California’s chances 
of surviving an atomic attack; WBBM-TV’s “Beat The Drums;’ 

the first comprehensive television study of the Illinois political 
primary; “The Sex Offender?’ WCAU-TV’s “study of violence”’ 

in Philadelphia. (And there was great entertainment toa, 

as witness “Alone In Its Greatness}? KMOX-TV’s history of the 

St. Louis Municipal Opera starring Vincent Price, Mimi Benzell 

and Earl Wrightson; and KNXT’s 90-minute “Candida:?’) 


Creating awareness of community needs in the minds of millions 
is a job that local television does best. Especially the five 

CBS Owned stations—with their solidly-established tradition 

of responsible leadership in the communities they serve. 








CBS TELEVISION STATIONS ® 


A Division of Columbia Broadcasting System, Inc. 
Operating WCBS-TV New York, KNXT Los Angeles, WBBM-TV Chicago, 
WCAU-TV Philadelphia, KMOX-TV St. Louis 














Whose responsibility? 
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What they see on 


WJAC-TV 











The more people who see your prod- 
uct, ihe more prospects for sales. And 
in the Johnstown-Altoona market, more 
people watch WJAC-TV than any other 
station. Both ARB and Nielsen back 
up this statistical fact. But more im- 
portantly, WJAC-TV turns these sta- 
tistics into sales a fact backed up by 
a host of happy advertisers from A (for 
automatic washers) to Z (for zoup). 
If you want people—purchasing people 


pick WJAC-TV 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 








SERVING MILLIONS FROM 
f r] ATOP THE ALLEGHENIES 
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Letter from the Publisher 


Definitive Ideas 


The exclusive interview with Newton Minow which appears on 
page 46 in this issue details some hitherto unrevealed plans of the 
youthful and articulate FCC chairman. Mr. 
definitive ideas about the television business, and he gives every 
indication of attempting to translate these ideas into reality. 

As you read the background and history of the FCC, you get an 
interesting perspective of the agency over the past quarter of a cen- 
tury (see page 44). One thing is immediately apparent. The 
wheels of Government grind slowly. The studies on the network 
anti-monopoly regulations were instituted in 1938. The rules were 
put into effect five years later in 1943. The Barrow Report was 
instigated in the latter part of 1955. The commission ruling on 
network option time, based on the proceedings as a result of the 
Barrow Report, was put into effect the latter part of 1960, five 
years later. 

Stations and networks can take no solace from these lengthy pro- 
ceedings. They are time-consuming and costly. The basic point 
here is that with a new chairman dedicated to action, extra-legal 
means may be utilized to achieve well-intentioned ends. As former 
Attorney General Rogers indicated last year, the FCC has broad 
powers to accomplish its objectives. What these objectives are 
varies with the political philosophy of each administration. 


Minow has several 


Endless Controversy 


Mr. Minow has looked with disfavor on certain aspects of televi- 
sion programming. There is no question but that programming can 
and always will be a subject of controversy, but ii was clearly the 
intent of Congress in establishing the FCC that the commission 
should not exercise control over programming. This led James 
Lawrence Fly, who was chairman from 1939 to 1944, 
what became known as the “raised eyebrow” technique. 

By various oblique methods the FCC during that period got 
action by merely indicating displeasure. Fighting this kind of 
philosophy is akin to boxing shadows. This, as we see it, is the 
inherent danger of the newly ‘charged atmosphere in the New 
Frontier's FCC. Much regulation is placed on the books in a cli- 
mate of reform. When the need for remedial action is long past, 
the regulation still remains. 

Regulation that begets regulation begets more regulation. One 
has only to look at the history of the Interstate Commerce Commit- 
tee from 1887 to annotate this principle. Even chairman Minow’s 
proposal that a license fee be charged stations, although not a new 
idea, innocuous as it may seem on the surface, has inherent danger. 
(As John Marshall said, “The power to tax is the power to de- 
stroy.”) The charging of a fee for a license is another step in the 
direction of tighter control. The battle lines for more regulation 
are being clearly drawn in Washington. Storm signals have been 
sounded by chairman Minow himself. Eternal vigilance is, as al- 
ways, the price of a free broadcasting medium. 


to resort to 


Cordially, 





IN THE PUBLIC INTEREST 
WSB Radio and TV explore latest medical advances 


From an actual lung cancer operation on TV...to a live Shakespearean 
production by Theatre Atlanta on radio...WSB Radio and TV stimu- 
late and inform, as well as entertain, Atlantans and Georgians. Daily 
discussions of community problems and goals cover such matters as radio-ty 
school integration, highway safety, career opportunities and juvenile 
delinquency. Success of advertisers and continuous dominance of ehh 
ratings prove the success of this programming in the public interest. 


Represented by 


eee Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton. 
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MAY 1, 1961 


At WSAZ-TV 


the weather is Television Age 
now as 


39 THE OUTLOOK: TROUBLE AHEAD 


predictable as The new FCC re-groups, starts re-thinking—and is 
the dominance! 


in a mood to take drastic action 


44 THE HISTORY: FROM CRISIS TO CRISIS 


The FCC went through panic and fire and flood and 
probes to become what it is today 


THE CHAIRMAN: A RIGID REGULATOR? 


Newton Minow, no longer a question mark, has very 


strong views on a “great resource” 


THE ORGANIZATION: STRUCTURE OF THE FCC 


THE COMMISSIONERS: 
T. A. M. CRAVEN 
ROSEL H. HYDE 


@ The strange-looking object in the pic- 
ture is a radar weather scanner. It’s part 
of the most accurate weather forecasting 
apparatus in existence today, and is now 


in operation at WSAZ-TV. Add this in- 56 ROBERT E. LEE 


ROBERT T. BARTLEY 


novation to its already long list of ex- 
clusive viewer services, and you know 
why WSAZ.-TV will continue to be the 
overwhelmingly dominant station in this 
great 72-county market. 


FREDERICK W. FORD 
JOHN S. CROSS 


@ Yes, you can count on WSAZ-TV’s DEPARTMENTS 

leadership just as surely as you can count 

the two million people who earn $4,000,- 

000,000 a year in this concentrated in- 8 Publisher’s Letter 63 Film Report 
dustrial area. Because you know that 

WSAZ.-TV reaches more TV homes in Report to the readers Round-up of news 
the Huntington-Charleston dynamic cir- 

cle than the other two stations in the 

market combined . . . a coverage un- 18 Letters to the Editor 

matched by any other NBC affiliate in the 
nation in a 3-station market! 


79 Spot Report 


The customers always write 


Digest of national activity 


@ Look to WSAZ.-TV to continue to be 25 Tele-scope 

the easiest media choice anywhere ok: What’s ahead behind the scenes 
just as WSAZ-TV viewers continue to 

look to this station as the one outstand- 





119 In the Picture 


ing source of top local programming, 29 Business Barometer Portraits of people in the news 
regional news and public service. 


Measuring the trends 


@ WSAZ-TV can now predict the 
weather (it’s the only station in the mar- 
ket equipped with radar and employing 
a full-time meteorologist). You can still The way it happened The lighter side 
predict the smartest buy in television! 


WSAZETY cme 


Huntington-Charleston, W. Va. NB 


33 Newsfront 120 In Camera 





Television Age is published every other Monday by the Television Editorial Corp. Pub- 

lication Office: 109 Market Place, Baltimore 2, Md. Address mail to editorial, advertis- 

C. Tom Garten, Vice President and General Manager ing and circulation offices: 444 Madison Ave., New York 22, N. Y. PLaza 1-1122. 
Represented by The Katz Agency Second class postage paid at Baltimore, Md. 
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SECRET 
AGENTS! 
DIAMOND 
THIEVES! 


.. and the fight to 
end the traffic 
in stolen gems! 





WITH 
A SENSATIONAL NEW SIDE-KICK 


RAY HAMILTON 


as Al Casey 
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ACTION-ADVENTURE SERIES! 
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America’s Favorite 
TV hero stars as 


ey ee 


chief of security 
for the diamond 
industry. 


HIS «+ 
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worto! 


BRODERICK CRAWFORD 


Now ...in a brilliant role 
CERTAIN TO SURPASS HIS 
TRIUMPHS in “HIGHWAY 
PATROL”... for years the 
nation’s #1 syndicated show! 
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Advertising, Sales Service Introduces Video Recording 
io Tape at NAB Booth 35 
Circulation Director 
H. C. Gainer Now you've got freedom of selection in television recording 
Reader’s Service Dept. tape — with the introduction of consistent, flawless Emitape. 
Jean Mc Donough Developed by EMI Ltd., Great Britain — manufacturer of the 
Business Office world’s first public TV system (in regular service by BBC in 
Miriam Silverman 1936). Proven in tens of thousands of hours of actual tele- 
Chicago Office casting, Emitape is now available in the U.S. exclusively 
333 North Michigan / a. 3 . so sus 
Tel. FRanklin 2.7100 through EMI/US, with immediate availability through 28 
Wet Gated Gite strategic locations from coast to coast. 
R. J. Friedman 
a4 West Coast Manager Ezmitape 
Jerry Tronstein 
836 North Fairfax Ave. If you don’t get to the NAB show, let us send our part 
= Se of the show to you... complete detailed literature on 


EMITAPE and other EMI/US broadcast equipment. 





Member of Business Publications 


Audit of Circulations, Inc. FER ELLA LEAL OLE PO EE 


[SPA] EMI/US Department C 


1750 North Vine Street, Los Angeles 28, California 





mag AGE is published every other 
peat.  heaeuien ued totais alles Please send complete literature on Emitape and other products 
444 Madison Ave., New York 22, N. Y. of the EMI/US Broadcast Division. 

Phone: PLaza 1-1122. Single copy: 50 
cents. Yearly subscription in the U. S 
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HE FABULOUS FIFTIES 


NNEDY-NIXON DEBATES 











For more than twenty years the annual George 
Foster Peabody Awards have paid tribute to the 
conscience and ability of the nation’s broad- 
casters in discharging their public responsibil- 
ity. This year’s Peabody jury has just singled out 
the CBS Television Network for five awards in 
network television. It thus confirms the judg- 
ment of millions of Americans that we are pro- 
viding not only the programs they enjoy most, 
but those that are most essential to a greater un- 
derstanding of the events and issues of our time. 


CBS TELEVISION NETWORK 


“OUTSTANDING CONTRIBUTION TO INTERNATIONAL UNDERSTANDING: CBS 1960 
Olympic Coverage . .. was the outstanding presentation in all 35 years of broad- 
cast time. Technical problems were surmounted with stunning ingenuity. For 
the Winter Games at Squaw Valley, equipment was brought in by toboggan 
and cameras were carried up icy slopes on the backs of cameramen. For the 
Summer Games at Rome, the events were brought to the American public 
(often on the same day they took place) through tape, split-second transatlantic 
jet schedules... As a result, the American audience participated Winter and 
Summer in a great international undertaking. Such a television achievement 
is clearly an outstanding contribution to international understanding . . .” 


“OUTSTANDING TELEVISION ENTERTAINMENT: The Fabulous Fifties combined style, 
humor and imagination. It was rich in touches of quality showmanship and 
equally rich in the memories of a decade which it revived. In recognition, the 
Television Award for Entertainment is presented to The Fabulous Fifties with 
a special word of praise for producer Leland Hayward, and the top talent 
which appeared in this memorable entertainment special.” 


“OUTSTANDING TELEVISION PUBLIC SERVICE: CBS Reports. This Award cites, in 
particular, the “Harvest of Shame”; commends David Lowe as producer of 
this unflinching account of how the migrant worker lives in America, and 
Fred Friendly, executive producer; and carries a special Citation to William 
S. Paley, Chairman of the Board of the Columbia Broadcasting System, for 
his valor and vision in espousing the cause of public enlightenment by under- 
writing these documentary studies of the world of reality and airing them in 
the face of formidable opposition from the competing world of unreality.” 


“OUTSTANDING TELEVISION YOUTH PROGRAM: G-E College Bowl. Through contests 
between two teams of students, G-E College Bowl helps to focus the nation’s 
attention on the intellectual abilities and achievements of college students. 
The competition emphasized quick recall of specific facts and therein lies its 
appeal which is illuminating, educational, entertaining and exciting. The pro- 
gram provides weekly scholarship grants to colleges and universities. Allen 
Ludden as moderator deserves special mention for his excellent work . . .” 


“SPECIAL AWARD FOR OUTSTANDING PUBLIC SERVICE: Dr. Frank Stanton, CBS. “The 
Great Debates’ between the Presidential candidates are recognized as con- 
ceivably the most important service ever performed by Broadcasting and one 
that may become a permanent part of our political heritage. The Award goes to 
Dr. Frank Stanton for his initiative...and his courageous leadership in bring- 
ing about the Joint Resolution of Congress which made the debates possible.” 
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WILX-TV FACTS 
© STUDIOS IN e FULL TIME NBC 


LANSING @ TOWER HT. 1008’ 
JACKSON @ POWER 
BATTLE CREEK 316,000 WATTS 


Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 
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Public-Service Endeavors 


I received the reprint from the 
Congressional Record of TELEVISION 
AGE’S editorial (Letter from the Pub- 
March 6) 
vision’s contribution in the case of 


lisher, regarding _ tele- 
public service. 

Those of us in the business are cer- 
tainly aware of the continuing efforts 
of the networks and the individual 
stations on behalf of public-service 
endeavors. Many of us keep track of 
the dollars-and-cents usage of time 
such as your editorial pointed out. 

I wonder how many persons out- 
side of television stations are aware 
of the amount of time and effort that 
is expended in the production depart- 
ments by local television stations in 
preparing public-service efforts for 
causes which, for one reason or an- 
other, do not have the facilities to 
prepare their own material? 

Many local and area causes require 
that the television station not only 
provide time, but also map out the 
tv campaign, write the copy, provide 
slides or what other visual aids are 
needed, and produce any programs 
aired in behalf of the particular 
cause. These time- and talent-consum- 
ing efforts have a real, if hidden, 
dollars-and-cents value—but this ex- 
penditure is one normally not tabu- 
lated by the individual stations or 
those who report on them. 

Don SHEPARD 
Promotion Director 
wLos-tv Asheville, N. C. 


Sarnoff Interview 

Thanks and congratulations for 
your fine reporting job on our recent 
interview session (Newsfront, TV AGE, 
March 20). I was deeply impressed 
with your skill in so ably and ac- 
curately bringing to your readers my 
comments on the many points and 

issues which we discussed. . . . 
Ropert W. SARNOFF 
Chairman of the Board 
National Broadcasting Co. 
New York City 


The Washington Scene 

I was particularly delighted with 
your articles on the lawmakers and 
the Potomac watch (“Who Makes 
Our Laws?” and “Watch on the 

Potomac,” Tv AGE, March 6). 
James K. Carr 
Under Secretary 
United States Department of 
the Interior 
Washington, D. C. 


Mr. Wylie and the Critics 

‘ The article by Max Wylie 

(“What’s Wrong With Our Critics? ,” 

TV AGE, March 20) is certainly one 

of the best that has been released in 
a long time. . . . 

This article should receive a great 
deal of milage! 

E. K. HaRTENBOWER 

Vice President and General 

Manager 

KCMO-TV Kansas City 


The article by Max Wylie on 
what's wrong with our critics is cer- 
tainly a beacon of light penetrating 
through the foggy night of misunder- 
standing, prejudice and wilful and 
destructive criticism, focusing on the 
true outline of our edifice. 

I think this article can be put to 
very good use by circulating it 
among community leaders—educa- 
tors, civil servants, professional peo- 
ple, etc. 

Keep up ‘the good work—your 
book is certainly performing a great 
service. 

Wituiam THomas HAMILTON 
General Manager 
wnpu-tv South Bend 


Max Wylie’s answer to our es- 
teemed television critics . . . was the 
most intelligent answer I have yet 
seen. Furthermore, his nine evils of 
television are well recognized by 
those of us in this business who are 
responsible for buying programs. 

I hope this article receives wide 
dissemination both in Washington 
and Hollywood. 

WituiaM A. WYLIE 

Vice President, Radio and Tv 
Lambert & Feasley 

New York City 


(Continued en page 20) 
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Two more Color-Firsts have been enjoyed by 
the Fort Worth-Dallas area television audience. 

The gay parade heralding the opening of The 
Southwestern Exposition and Fat Stock Show was 
televised in living color by WBAP-TV. 

The exciting Fort Worth rodeo, the world’s first 
indoors, was also telecast by the Fort Worth 
Star-Telegram station in living color. 

All local live studio presentations by the pio- 
neer station in Texas are now telecast daily in 
full color. 








in color, too! 
















ae 







Cracker Barrel 
beese . 


— _ = 























: Ong, ic eS * Soke, cates 
| Ceca Par o S ¢. Q wen 3S ! ZA 
; eo Ge Ke ee 
oA DWICH : 4 : ot 


Color television is the super-market super-sales- 
man of today and tomorrow. 

Just as the persuasive colors of modern packag- 
ing cause the home-maker to reach a little faster 
for colorful products, color television causes the 
home-maker to take special notice of your prod- 
ucts while she is deciding on her purchase. 

Take advantage of the. complete-color facilities 
offered by WBAP-TV in the Fort Worth-Dallas 
market, including two RCA color-equipped tape 
recorders. 


FORT WORTH: 3900 BARNETT ST.—DALLAS: 1900 NORTH AKARD 


Peters, Griffin, Woodward, Inc.—Exclusive National Representatives 





Letters (Continued from page 18) 


. . . This is one of the most in- 
telligent comments on current tele- 
vision criticism that I have read in 
a long time. 

Howarp LANE 
Managing Director 
KOIN-TV Portland, Ore. 


Network News Operations 

I think that the articles (“Factuals: 
Their Future,” Parts 1 and 2, Tv 
AGE, March 20 and April 3) were ex- 
traordinarily good and _ brilliantly 
done. The temptation to treat the 
competition between the three net- 
work organizations as a feud or as a 
Dodgers-Giants baseball game must 
be great. Too often the competition 
is sensationalized by trying to ar- 
raign personalities and organizations 
against each other. The articles 
avoided this, and I think did full 
credit to all three organizations, each 
of which is conscientiously trying to 
do its job in its own way. 

Speaking for myself, in addition I 
think the handling of the things I 
said was done with extraordinary av- 
curacy and kept the full flavor of 
just what I intended to communicate. 
Since I am not always wholly lucid, 
this is quite a feat. 

One very small correction involv- 
ing the second article—our develop- 
ment contract for a new type of © 
camera is not with Fairchild but is 
being negotiated with the Mitchell 
Camera Corp. of Glendale, Calif. I 
think the confusion of Fairchild 
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| and program ideas... 


THE that work. 
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FOR} 
> 
= 
PLANNED... 
TY An $800,000.00 expansion of KBTV's studio and office facilities . . . 
R Plus the purchase of a Denver radio station. 
ACT PRODUCED... 
= KBTV g A news department directed by Arthur J. Smith that keeps pace with 
1 CHANNEL the tempo of the world. 
t| PROGRAMMED... 
B escee ae 1089 Bannock Street - Denver The “EXPEDITION COLORADO" series, winner of a TV-Radio Mirror 
a ial AM 6-3601 Gold Medal, the BMI award and the ABC-TV Network award as the 
'FROLD 
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YOU'VE MET 
THEM ALL 


REMEMBER WHERE? 
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You might have met any one of them on one of the record number of major n 
specials—some 26 in all—which have appeared on NBC Television since the first 
the year. ‘‘NBC Special News Reports,’’—the famous “‘instant specials,’’ — cove 
such events as the death of Premiere Patrice Lumumba, the dramatic capture 
the liner Santa Maria and, most recently, Russia’s man in space and the rew 
in Cuba. In addition to complete live coverage of President Kennedy’s Inaug 

tion, his State of the Union Message and his news conferences, NBC gave view 
a penetrating look at the new administration on ‘“JFK—Report No 1’’ and ‘‘JFK 
Report No 2.’’ “‘Panama: Danger Zone,’’ ‘‘Man in the Middle; The State Legislaty 
and ‘‘Anatomy of a Hospital’’ continued a vital, new journalistic concept, “Nj 


White | 
as guide 
Specials 
is recog 
events. 
is the re 


its news 
news orgé 
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White Paper.’’ And “‘Our Man in Hong Kong’’ took viewers within sight of the bamboo curtain— with David Brinkley 
as guide. Through the range and depth of its news presentations— from penetrating information documentaries to News 
Specials and such regular programs as ‘“Texaco Huntley-Brinkley Report’’ and ‘‘Chet Huntley Reporting’’— NBC News 
is recognized as the most versatile and broad-based of broadcast news organizations... alert to current issues and 
events... creative in articulating the significance and meaning of the news... responsible in its coverage. That 
is the reason why more people watch the news on NBC Television than on any other network. NBC TELEVISION NETWORK 


Special recognition has been accorded NBC in recent weeks for two Sigma Delta Chi Awards; the Long Island University Polk 
its news and public affairs programming and for its world-wide Award; three Overseas Press Club Awards including the Robert 
news organization. Among the honors: two George Foster Pea- Capa Photography Award; McCall’s Golden Mike Award; and 
body Awards; three Saturday Review Awards; Ohio State Award; a National Association for Better Radio and Television Award. 
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THE COST OF FREEDOM — One of a series 


, They Carved p Lenin's Brain 
vio Mf 





ve 

— 6 l 

7 r 

... and scientists examining the size of bs 

the brain cells in 1924, declared, “How R 

i| much larger they are than usual.” , 

f all More important to us is the size of h 

Lenin’s dream . . . much of which has n 

become reality within four decades. u 

Today that reality faces us. The 3 

f danger is in our applying American 

meanings to communist words— c 

words like “Freedom.” : 

j 

\ 

What does the communist concept of ‘Freedom’’ really mean ? 

i 

FREEDOM OF WORKERS—“The right to work,” according to the Institute of Law of . 
1 the Soviet Academy of Sciences, does not mean “the right to choose the place of em- 

ployment at one’s own discretion ... nor the right to shift from one enterprise to an- : 
; other.” As an example, rural workers may shift to industry only if recruited by state 

agency or called for vocational training. , 






What does all this have to do with Prime Communicators to 1% Million Oklahomans 
selling time on a radio and television 
station? Not a thing. Except that our 
industry is a function of freedom. And 
since freedom is never an accomplished 
fact but is always a process, we are using 
our precious privilege of communication 
for self-preservation. 

As an extension of this trade ad series, 
prime time announcements are being 
aired to tell facts about communism to RADIO AND TELEVISION 
our 54-county audience. OKLAHOMA CITY 

Perhaps this effort will encourage ™ Ss 

e WKY Television System, Inc. 
someone to tell someone else a fact WTVT, Tampa-St. Petersburg, Flo. 
about freedom. \ Represented by The Katz Agency 
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No One Big Error, But— 

If the criterion of a good job today is one that pleases 
everybody and offends nobody, the study of broadcast 
rating services conducted for chairman Oren Harris of 
the House Interstate and Foreign Commerce Committee 
meets the test. Dr. Herbert Hyman of Columbia Uni- 
versity told Tv AGE, however, that chapter two of the 


163-page report deals “at length” with a number of 
minor errors and suggested improvements. Dr. Hyman, 
who worked with Dr. William Madow of the Stanford 
Research Institute and Dr. Raymond Jessen of CEIR, 
Inc., on the survey, felt existing services would be 
strengthened if the suggestions were taken to heart, and 
hoped the universal satisfaction with the report wouldn’t 
make it soon forgotten. (One rating firm commented 
that most of the improvements mentioned were of the 
general-knowledge type, often impractical to put into 
effect because of economics. ) 


Change of Spots Gets the Tots 

Ringling Bros.-Barnum & Bailey Circus, which is 
winding up its six-week run in New York City, has en- 
joyed one of its best stays yet, partly due to a switch of 
spot emphasis from one-minute to 10 and 20 seconds. 
Management claims to get much more milage from the 
same money, and plans to continue the shorter spots as 
the show travels around the country to the 50 other 
cities on its current tour. The spot that is working best 
is a slide showing three children sitting in bemused 


wonder. 


Slow Fade-Out 

CBS Production Sales, which elected to take a spec- 
tacular dive out of independent commercial production 
in January, is still giving other commercial tape pro- 
ducers some more than casual competition. An informed 
source says that though the CBS division is officially 
closed out, a number of commercials are still being pro- 
Conflicts of 
scheduling resulting in tie-ups of equipment were held 


duced whenever facilities are available. 
to be among the principal reasons for closing up the 


CBS shop. 


Know-how Pays Off 

In spite of the increased talent costs in the new SAG 
and AFTRA contracts, advertising agencies report an 
upward trend in their use of actors in commercials. Ac- 
cording to sources at one agency, the theatrical know- 
how that established actors bring to a commercial is 
worth paying extra for. This same agency ciles a down 
trend in animation—only one out of its 45 brands is 
now using animated commercials. 


Not Competing With Paar 
The WBC PM-East plus PM-West hour-and-a-half pro- 


WHAT’S AHEAD BEHIND THE SCENES Te J < - S C O p © 










duction (Film Report, tv ace, March 20), which debuts 
at 11 p.m. June 5, will not attempt to beat Jack Paar 
at his own game of casual conversation, according to a 
company spokesman. The nightly WBC shows will be 
thoroughly rehearsed, planned and timed, and when 
guests appear, they will be treated as more than foils. 
The program has been signed by 28 stations, but call 
letters are not being released until a New York flagship 
is enrolled. 


How to Simplify Rate Cards 

While doubting that television rate cards will become 
less complicated in the future, Dan Denenholz, vice pres- 
ident of the Katz Agency, Inc., said last week that his 
firm had made some headway toward a simplified card. 
The methods used: stating rates in even dollars (no 
“00” ’s), computing discounted rates instead of showing 
discounts as percentages, eliminating excess verbiage, 
designing a uniform arrangement in format and sequence 
and spelling out all conditions. The executive’s simple 
explanation for complexities in most existing cards: 
advertiser/agency dependence on cost-per-thousand, there- 
by making it necessary to have different rates for various 
time periods, numerous discount plans and frequent 
changes. 


Adhesives Adhere to Tv 

With Instant-Grip recently having left the New York 
video market and Minnesota Mining tv-testing a new 
Scotch-brand tape product (see Spot Report this issue), 
Eberhard Pen & Pencil Co. is 


“Holdit,” a new plastic product that replaces tacks, 


Faber introducing 
staples, tape and paste for ordinary glueing jobs. A 
four-week test campaign of video-taped minutes started 
last week on WNEW-TV and wor-Ttv New York, with mar- 
ket-by-market schedules elsewhere to follow. Account 
executive and vice president G. William Wolfston is the 
contact at Al Paul Lefton Co., Inc. 


Drawbacks to Exchanges 

Hot topic of conversation among public-affairs pro- 
grammers is the feasibility of swapping major shows 
with other stations, but several “off the record” partici- 
pants at the recent WBC Pittsburgh conference noted 
these stumbling blocks: a great many shows are applica- 
ble only to strictly local problems and would be mean- 
ingless in other markets; general-category programs 
such as a local symphonic concert or dramatic playlet 
often involve costly repayments to musicians and talent; 
finally, there’s the matter of pride and personal gain, 


with one program director frankly stating, “I'd swap 
a show with a New York station, where it could be seen 
and reviewed, but who wants his pet project shown in 
some jerkwater market where there is nothing to be 


gained by the swap?” 
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Certainly not George Bernard Shaw! 
Current Broadway history to the con- 
trary, Shaw’s brilliant plays need no 
musical embellishment to delight 
audiences with their sparkling wit. 

KNXT proved it with a superlative 
locally-produced presentation of one 
of GBS’ fairest ladies, ““CANDIDA,”’ as 
acted by members of Project ‘58 (a 
local actors workshop) and sponsored 
by the Lincoln Savings and Loan Asso- 
ciation (a local firm) . The rhapsodies 
were supplied by the public and press. 
Close to a half-million people enjoyed 
“...a bold, significant stride in the 
direction of adult entertainment” 
(VARIETY), ...a dramatic milestone in 
western television” (PASADENA STAR- 
NEws) and “...the sort of thing that can 
give stature to local television” (Los 
ANGELES TIMES) . Reported sATURDAY 
REVIEW: “A full measure of triumph. 
Local television at a high level. The 
audience was well served.” 


“CANDIDA,” the first ninety-minute 


television drama ever locally-produced 


by a west coast station (incidentally, 
there are four more to come!), is but 
the latest step in KNXT’s continuing 
search for new ways to serve its audi- 
ences well. Its success is measured, 
in part, in the 160 awards and citations 
for local programming received dur- 
ing the station’s ten-year history. More 
important, it is measured in the audi- 
ences themselves, who year after year 
have made Television 2 the favorite 


station in Los ae a 
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We’ve taken over the Ballroom 
at the NA 





| a 





At the NAB this year we are setting up one of the 






most unusual displays RCA has ever assembled. Re ae rE ET 
And because we have so much to show you and 
want you to see it all in the greatest comfort, we 
have taken over the entire Main Ballroom of the 
Shoreham Hotel. Here you can inspect our line-up 


of new Broadcast and Television equipment and 
The Most Trusted Name 
in Electronics 


see first hand our latest business-slanted develop- 
ments. We’re hoping you'll have a ball—and what 
RADIO CORPORATION OF AMERICA 





better place than the Ballroom to have it! 
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See you in the Ballroom! 
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Calvert Street and Connecticut Ave.,N.W. [ = i 
Washington, D. C. 
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Take this diagram with you when 
you visit the RCA Exhibit. It will 
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‘ help you to make the best use of 
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: your time while at NAB. 
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Network billings, which have shown a decline in the second month of each ; 














1956, were down again 
this February, with 
totals for this category 
of tv business 3.5 per 
cent less than in Jan- 
uary. Local was also 

ff for the month, but 
by a mere fraction. 


The loss for network repre- 





sented the steepest drop 
in January-to-February 
figures for this divi- 
sion since 1958, when 
the decrease was 6.9 per 
cent. The following 
year the slide was 3.0 
per cent, and in 1960 

it was approximately 
half that—1.4 per cent. 





Despite the decline in the 
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month-to-month compari- 
son, network was never 
theless 3.8 per cent 
ahead of February 1960 
—the seventh month in 
succession in which its 
billings have risen over 
the comparable period a 








year earlier. 
sharp losses of 12.6 per 
cent last December and 





11.2 per cent for the 
first month of this 
year, local'’s February 
totals were only a shade 
under January—0O.8 per 
cent—though they ran 
3.0 per cent behind 
February 1960. 


the pattern that has been 





established during the 
past seven years of 
Business Barometer re- 
ports is adhered to, 
gains in both local and 
network business may be 
expected in March. 
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(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories 
tion is tabulated by Dun & Bradstreet.) 
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AND THREE OF THE TOP 10 SHOW¢ WERE 


WAGONHIDE, 
THE UNTRAINABLES «- 
RAWTOUCH" 




















KILL THE AUDIO! . . . GET HIM OFF THE AIR! He’s flipped 
because his clients sponsored three of Nielsen’s 10 top- 
rated shows. He meant WAGON TRAIN, THE UNTOUCHABLES 
nd RAWMEAT . . . HIDE! It’s catching. Anyway, he should 
now top ratings aren’t everything at McCann. Some clients 
shoot for special audiences. That’s why McCann empha- 
sizes imaginative programming—look at the choice 








modern drama, Shakespearian drama, comedy, adventure, 
adventure-comedy, western adventure, public service, spe- 
cial events and sports. The formula? No formula—except 
that many varied sponsors mean more TV innovations. 
More innovations attract more varied sponsors—sort of 
permetual potion. 


M°CANN-ERICKSON INC. 


*Source: Nielsen National TV Ratings. Latest report available when this publication went to press. 
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The 1960 George Foster Peabody award was 
presented to WCCO Television for. . .‘‘Meri- 
torious local public service programming.”’’ 


One year ago a similar honor was awarded 
to WCCO Radio. 


In television, as in radio, the WCCO call let- 
ters stand for quality programming... the 
kind of programming that gives WCCO over 
40% average share* of the television audience 
... the kind of programming that makes... 


wt tO” TELE Visioconr 


the Difference Between GOOD and GREAT 
in the Minneapolis-St. Paul Market. 












Thought, ideas, values behind WBC conclave . page 33 


Gross spot billings up 7.9 per cent in ’60.... page 36 


Pay television—is it a myth or a menace? ... page 116 


Westinghouse Wisdom 

“If we could only walk away with 
some answers,” said the unidentified 
station manager to his companion as 
he leaned across the curving row of 
chairs at the rear of the Pittsburgh 
Hi:ton’s Ballroom No. 1, momentarily 
taking his eyes from the stage where 
an octet of educators, advertisers and 
tv executives was passively debating 
television's responsibilities in a 
changing world. 

There were few answers patly sup- 
plied at the 
Broadcasting Co., Inc., conference on 


fourth Westinghouse 
local public-service programming: 
nor were any intended to be. “We're 
past the point where we can tell a guy 
how to shoot a documentary with a 
hand-held camera and a tape re- 
said WBC president Donald 


H. McGannon. “If we can just get 


corder,” 


these people to start thinking about 
doing more, doing something on their 
own in the public-service field, we'll 
consider the time and effort and ex- 
pense worthwhile.” 

Thought. Ideas. Values. Those were 
the unifying words behind the Pitts- 
burgh gathering of 350 broadcasting 
and press delegates who convened to 
discuss local-market programming of 
a public-affairs nature, and to hear 
words of wisdom from such names as 
Pierre Salinger, Fred Coe, Marya 
Mannes, Frank Baxter, Oscar Katz 
and Lou Hausman, among others. 

And, as if it were part of its own 
theme—“The Changing Community, 
Craft and World”—the WBC meet 
represented a change from the pre- 
vious annual conclaves in Boston, 
Baltimore and San Francisco. Here 
was no emphasis on technique, no 
search for suitable topics of factual 
programming, no comparison of 
merits of various locally lensed shows. 
Instead, here was round-table discus- 
sion after discussion on video’s duties, 





responsibilities and obligations. Here, 
attentively listened to for three session- 
filled days, was a continuing quest for 
enlightenment. 

At times the debates fizzled as flatly 
as the rain-dampened fireworks dis- 
play that welcomed the delegates to 
Pittsburgh on the,eve of the confer- 
ence. But, as one or two of the sky- 
rockets managed to pierce the mist to 
explode in eye-opening splendor, so 
did a trio of speakers rise to the occa- 
sion and awaken the minds and the 
hearts of the audience. The first of 
these was Douglas Manship, president 
and general manager of WJBO and 
WBRZ Baton Rouge, who struck home 
with the story of his patient stand 
against bitter white reaction to his 
editorials on the senselessness of 
southern segregation. 

(Mr. Manship reported a neighbor- 
ing broadcaster had built a fence 
around his transmitter, fearing “what 
the colored people will do” in resent- 
ment of pro-segregation editorials. 
Asked if this broadcaster might not 
benefit from attending such a public- 
service conference, Don McGannon 
admitted to a feeling of frustration. 
“These stations here,” he said, “repre- 
sent about one-eighth of the total 
number in the country, and they’re 
invited because of their high interest 
and past achievements in _public- 
service programming. It’s the other 
stations—the thousands that can’t eco- 
nomically be invited and who aren’t 
active now in the public-service field— 
that should be here.”) 

The following morning, CBS-TV 
producer Albert McCleery, mainstay 
of the gone-but-not-forgotten Matinee 
Theatre and CBS Workshop programs 
(to note only two), voiced a fervent 
ad-lib plea for creativity and style on 
a local level. Claiming that originality 
and interest in the medium had long 


since vanished on the network/agency 


THE WAY IT HAPPENED aN a W/ S f re 
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level, he said the local stations must 
work on their own to break out of the 
“sleek, slick Hollywood grayness.” It’s 
doubtful that his final cry (stated with 
a smile, but obviously not humorous 
in intent), “Rise, affiliates! You have 
nothing to lose but your networks!” 
will go down in history, but the words 
momentarily electrified the listeners 
into a solemn consideration of their 
position. 

The Roman candle of the confer- 
ence, however, proved to be humorist 
Sam Levenson, who handily beat out 
the addresses of such as W. Averell 
Harriman and the Nigerian ambassa- 
dor to the United Nations by speaking 
not as an expert, but as a member of a 
family exposed to American television. 
Many in the audience, after previously 
hearing a variety of opinions on 
whether or not tv has obligations to 
its viewers, its advertisers and the 
Government, were obviously delighted 
to hear Mr. Levenson lay the facts on 
the line: 

“Here in our hands is the greatest 
weapon, the greatest educational in- 
strument that has ever been developed. 
You've got it in your hands, and we 
are sitting here day after day debating 
whether we should use it to uplift. I 
say ‘yes!’ You've got to use it to uplift 
because it fell into your lap. You can- 
not question whether to take on that 
responsibility or not, you've got it. 
It’s there. It’s yours, and there’s no 
way out of it, and if you don’t use it 
to educate, it will be used to bring 
down. Either you will bring up the 
level of American culture, or others 
will bring it down. . . . We are going 
to the moon: that space out there does 
not thrill me. The spaces to be con- 
quered yet are those between human 
beings, those cold and bleak areas that 
keep me from you and you from me; 
that keep culture from the people and 
people from culture; that separate re- 
ligions from religions and colors from 
colors. And television is in one of the 
crucial positions to conquer this kind 
of space.” 

One New York station manager 
confided he usually gained more valu- 
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LV. spot editor 


Sponsored by one of the leading film producers in television 


A backyard fence, a moonlight night, and two black 
cats played by “Thom Cat” and “Thom Kitty” act 
out a romantic interlude. The combination of Valen- 
tino Sarra’s direction and the artistry of Puppeteer 
Bil Baird does an exceptional selling job for Thom 
McAn Shoes. 

Produced by SARRA for MELVILLE SHOE 
CORPORATION through DOYLE DANE BERN. 


BACH INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





That “Ting-a-ling taste of Teaberry Gum is different 
from any other gum” is gaily shown with brass band 
and parade. Stylized sets, a cute girl, and old fash- . ij Se “gts ' 
ioned street car add to the picture enjoyment. snare — — 

Produced by SARRA for CLARK BROTHERS cmap npn rou Ly Le Le 
CHEWING GUM COMPANY through GARDNER "4 
ADVERTISING COMPANY. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The appetizing, sizzling scenes of frying potatoes, 
cut to the rhythm of an original musical score, ac- 
cent this new French’s Frying Potatoes spot. 
Produced by SARRA for THE R. T. FRENCH 
COMPANY through J. WALTER THOMPSON 


COMPANY. 
gi 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Positive photography shows the excellent results of 
using the new Breck Banish Dandruff Treatment 
Cream Shampoo, and gives real pictorial meaning 
to the familiar words “Beautiful Hair . . . Breck.” 

Produced by SARRA for JOHN H. BRECK, INC. 
through N. W. AYER & SON, INC. 


ome 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


An excellent musical score accents the start of the 
day for apartment dwellers, as seen from the win- 
dow of a bachelor’s apartment. The enjoyment of 
NESCAFE is thus presented in a pleasant, informal 
manner. 

Produced by SARRA for THE NESTLE CO., INC. 
through WILLIAM ESTY COMPANY, INC. 





Rae 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





“What do you want in a gas range?”. . . this ques- 
tion is answered right on stage as the “Tappan Fabu- 
lous 400” Gas Range appears as if by magic, section 
by section, to syne with a musical score which ac- 
cents each wish of the housewife. 

Produced by SARRA for THE TAPPAN COM- 
PANY through KETCHUM, MacLEOD & GROVE, 


INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





NEW YORK: 200 EAST 56th STREET.. gk INC. CHICAGO: 16 EAST ONTARIO STREET 
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able information from the corridor 
conferences, the after-hours scuttlebutt 
sessions of the WBC meets than from 
the extensive series of speeches, de- 
bates and panels. Perhaps others do, 
too, but no matter how, when or where 
the knowledge is imbibed, the 300 tv 
and radio stations represented in 
Pittsburgh—and the industry as a 
whole—is obligated to WBC. 


Spot Billings Up 


Gross spot tv billings rose 7.9 per 
cent in 1960 over 1959, according to 
the annual report prepared by TvB- 
Rorabaugh. The gross figure for 1960 
was $616,702,000. Comparable figures 
for previous years, rounded to the 
nearest million, were: $605 million in 
1959, $511 million in 1958, $448 mil- 
lion in 1957 and $398 million in 1956. 

The relatively low percentage in- 
crease this year over other years can 
be attributed in part to the fact that 
the N. C. Rorabaugh Co. revised its 
billing estimate procedures, which had 


the general effect of reducing total 
estimated short, 
strictly speaking, the 1960 figures are 
not really comparable to those of 


expenditures. In 


other years. 

Another sidelight of the annual re- 
port is that nearly 100 advertisers in 
spot tv dropped out of the lists of those 
who bill $20,000 or more. In 1960 
there were only 1,285 advertisers in 
this group, as compared to 1,381 in 
1959; 1,341 in 1958; 1,287 in 1957 
and 1,206 in 1956, 

The drop in the number of spot 
billers of $20,000 and up is no sign 
for alarm, however. Contributing fac- 
tors include rising costs, which have 
knocked out some few advertisers and 
contributed to 
mergers, and the fact that some major 


a higher rate of 


spot billers have graduated to net- 
work sponsorship. 

Absent this year from the roster of 
the 100 top spotters were 18 adver- 
tisers, who were replaced by the fol- 
lowing, according to size of billing: 


Hunt Foods & Industries; Ford 
Dealers; Gillette Co.; Standard Oil of 
N. J.; Simoniz; Mobil Oil; Mennen & 
Co.; Carnation Co.; General Electric; 
Swift & Co.; Scott Paper Co.; Amer- 
ican Motors & Dealers; Safeway 
Stores; B. C. Remedy; Aerosol Corp. 
of America; Minn. Mining & Mfg.; 
Miller Brewing Co., and Standard Oil 
of Calif. 

Hunt Foods & Industries, which 
spent $6,530,630, was the highest of 
the new spot spenders. The lowest ex- 
penditure in the top 100 was $1,- 
332,990. 

In the breakdown of spot expendi- 
tures by product classifications, food 
products again led the other groups 
though its billings dropped $1 mil- 
lion. Total figures for the top 10 
groups are listed below. 

Food and grocery 

En hand $165,188.000 
Cosmetics and 
56,623,000 
(Continued on page 116) 


NS eee 


Top 100 Advertisers in Spot Tv: 1960 


1. Procter & Gamble Co.. .. ..$55,084,440 
2. General Foods Corp. ...... 18,540,740 
eT ee 16,535,560 
4. Colgate-Palmolive Co. ..... 11,419,230 
5. Bristol-Myers Co. ......... 10,169,560 
6. Lestoil Products, Inc. ..... 9,961,120 
7. American Home Products 

RM, wat euetucchucaontes 9,412,110 

8. P. Lorillard Co. .........-. 8,431,630 
9. Miles Laboratories, Inc..... 8,132,990 
10. William Wrigley Jr., Co.... 7,810,220 
11. Brown & Williamson 

See: ae 7,786,200 
12. Standard Brands, Inc. ..... 7,477,080 
13. Hunt Foods & Industries, 

DG Schena ees ca seu eews 6,530,630 
14. Warner-Lambert Pharma. 

AY pnd aac ctosids idine oe ase 6,302,760 
15. American Tobacco Co. .... 6,056,610 
16. Continental Baking Co. ... 5,879,280 
ee i ee 5,795,390 
18. Nestle Co., Inc. ........... 5,679,460 
19. International Latex Corp. .. 5,591,010 
20. Ford Motors Co. Dealers... 5,275,570 
21. J. A. Fogler & Co. ........ 4,387,220 
22. General Motors Corp. 

SS 4,350,470 
23. Coca-Cola Co./Bottlers .... 4,187,470 


24.R. J. Reynolds Tobacco Co. 4,173,570 


25. Philip Morris, Inc. ........ 4,149,560 
8S eee 4,031,050 
27. Avon Products, Inc. ...... 4,000,240 
pre 3,847,110 
29. Corn Products Co. ........ 3,737,550 
30. Anheuser-Busch, Inc. ...... 3,715,300 
31. Food Manufacturers, Inc... 3,651,080 
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32. Minute Maid Corp. ......$ 3,623,440 


33. Standard Oil Co. (N. J.)... 3,175,400 
34. Pepsi-Cola Co./Bottlers.... 3,119,040 
35. S. C. Johnson & Son, Inc... 2,813,160 
36. United Merchants & Mfrs... 2,745,640 
37. Carling Brewing Co., Inc... 2,737,020 
38. Pabst Brewing Co. ........ 2,697,950 
ee ee MO GR. ok wens Sascn' 2,630,660 
40. Norwich Pharmacal Co. ... 2,619,030 
41. General Mills, Inc. ........ 2,569,810 
er ee 2,472,200 
43. U. S. Borax & Chemical... 2,466,580 
44. Welch Grape Juice Co. .... 2,455,920 
45. American Chicle Co. ...... 2,448,910 
46. Falstaff Brewing Corp. .... 2,403,400 
47. Andrew Jergens Co. ....... 2,402,070 
48. Quaker Oats Co. .......... 2,362,270 
49. Theo. Hamm Brewing Co... 2,360,690 
ere 2,359,060 
51. Consolidated Cigar Corp. .. 2,304,900 
52. Mobil Oil Co., Inc. ........ 2,297,670 
53. Richardson-Merrill, Inc. ... 2,213,520 
54. Sterling Drug, Inc. ........ 2,185,890 
55. Atlantis Sales Corp. ...... 2,185,120 
56. Maybelline Co. ........... 2,115,950 
SL eee ees 2,069,180 
SR Captatiens Ce. ...scccsssens 2,056.260 
59. E & J Gallo Winery....... 2,032,500 
60. General Electric Co. ...... 1,966,070 
61. Max Factor & Co. ......... 1,952,450 
62. Carter Products, Inc. ...... 1,938,580 
YY pa ee 1,928,990 
64. Atlantic Refining Co. ..... 1,897,080 
gE ee 1,890,180 
66. Jos. Schlitz Brewing Co. ... 1,884,170 
a: ET, 5 cae ccc decease 1,849,770 


68. Associated Products, Inc. ..$ 1,834,890 


ee eer 1,811,910 
70. Standard Oil Co. (Indiana) 1,765,030 
71. Vic Tanny Enterprises..... 1,758,030 
72. Hills Bros. Coffee, Inc. .... 1,706,010 
73. Parker Pen Co. .......... 1,705,620 
74. Pacific Telephone & Tel. Co. 1,697,230 
75. Drug Research Corp. ...... 1,678,690 
DS on ne wacnenca see 1,677,690 
77. General Motors Corp. ..... 1,646,820 
78. Great Atlantic & Pacific Tea 1,631,390 
79. Phillips Petroleum Co. .... 1,619,830 
80. Texize Chemicals, Inc. .... 1,616,270 
81. Pharma-Craft Co. ......... 1,597,570 
82. Liggett & Myers Tobacco.. 1,542,980 
83. Lanolin Plus, Inc. ........ 1,524,800 
eee 1,516,010 
OS. Sentt Pasar Ge. ...ccc. cee 1,503,190 
86. Helena Rubinstein ........ 1,475,610 
87. American Motors Corp. 

SN onc Cade tih whe Wwe 1,464,870 
88. Safeway Stores, Inc. ....... 1,454,360 
89. Chesebrough-Ponds, Inc. ... 1,446,150 
90. Burgermeister Brewing 

RIL Soe pela Waentnia nine 6 1,441,850 
91. Chrysler Corp. Dealers .... 1,404,150 
_ kg Oe oe eee 1,387,480 
93. United Vintners, Inc. ...... 1,386,970 
94. Aerosol Corp. of America.. 1,377,270 
95. American Motors Corp. .... 1,361,320 
96. P. Ballantine & Sons....... 1,350,480 
97. Minnesota Mining & Mfg. .. 1,350,430 
98. Miller Brewing Co. ....... 1,350,100 
CRE PE. nsw cnccceases 1,342,060 
100. Standard Oil Co. of Calif... 1,332,990 


Source: TvB-Rorabaugh. 
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Trouble ahead 


The new FCC 


re-groups, 


starts re-thinking. 


and is in the mood for 


drastic action 


o old-timers in the broadcasting business 

history seems to be repeating itself: once 
again the Federal Communications Commission 
is exchanging the carrot for the stick. Regulation 
has become the order of the day in the nation’s 
capital. Lawyers are busier than ever looking 
into some of the more recondite cases of com- 
munications law. Such long-neglected documents 
as the “Blue Book” and the Barrow Report are 
being perused thoroughly. 

So far the stick has been felt only lightly. All 
portents, however, point to a heavier cudgel 
applied by a heavier hand. Clash is inevitable. 
There is too great a divergence between the in- 


dustry and the FCC on key issues. There are 
too many grey areas in which the FCC’s right 
to regulate is untested. Among the questions 
being asked is what will be the specific issue to 
be tested. Who will face the FCC wrath? 

Certain centers of pressure are obviously 
building up. Programming, for instance. The 
FCC has demanded that licensees match promise 
with performance. Broadcasters have been told 
to discover community needs and to fulfill them. 
Upon them has been placed the burden of proving 
that they are operating “in the public interest, 
convenience and necessity.” 

In all likelihood this will be the issue upon 











flame will 


which the 
crackle into a bonfire. 


regulatory 
A small radio 
station has already been set down for 
over - commercialization. It is ex- 
pected that the next step will be to 
give a major tv outlet the full-dress 
treatment. There is every likelihood 
that the FCC will pick on a station it 
believes is a particularly flagrant vio- 
lator; it will be set down for a re- 
newal hearing in its own city, a hear- 
ing to which the public will be 
invited. The broadcasting industry 
will be on trial. 

This test of strength is central to 
the improvement of programming as 


the FCC sees it. 


stations will get the message; some 


If it is successful, 


will be persuaded; others will be 
The result will be the 
same: a different kind of program- 


frightened. 


ming more along lines desired by the 
FCC. 
Focus on Allocations 


Another prime target of focus is 
allocations. In terms of sheer achieve- 
ment nothing this FCC can do will 
please the Congress and the President 
as much as taking giant steps to cut 
this problem down to size. Alloca- 
tions, as Washington sees it, are the 
key to a fuller and better use of tv. 

The new chairman of the FCC, 
Newton N. Minow, supports the Lee 
plan to shift entirely into the uhf 
spectrum (see “A Rigid Regulator?,” 
page 46). This, however, will take 
legislation; manufacturers must be 
persuaded to make uhf-vhf receivers; 
vhf station operators must be per- 
suaded to transmit on uhf too, before 
shifting over to uhf entirely at a cer- 


tain cut-off date. 
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Mr. Minow believes that introduc- 
tion of simultaneous legislation will 
When he is 


ready, he will go to Congress for such 


answer the problem. 


legislation, but he will have to work 
hard to get it passed, if any opposi- 
tion develops. He can count on the 
support of the Senate Committee on 
Interstate and Foreign Commerce as 
well as that of the House Committee 
on Interstate and Foreign Commerce. 
This will take at least two to three 
years. 

In the meanwhile, de-intermixture 
and drop-ins will be used to deal with 
more urgent situations. Drop-ins, 
which will shorten the milage separa- 
tion between stations, admittedly rob 
Peter to pay Paul, but in the opinion 
of Mr. Minow, they are considered a 
stop-gap move. They should, he feels, 
also condition vhf operators of sta- 
tions affected to be more acceptable 
to a uhf switchover. 

The recent FCC ruling on KERO-TV 
Bakersfield gives a clue to procedural 
techniques being devised to accelerate 
decision-making and de-intermixture. 
KERO-TV, a vhf, was moved to uhf. 
The FCC for the first time neglected 
to hold an adjudicatory hearing on 
this question. It will hold another 
hearing at which only the length of 
time KERO-TV can remain on vhf will 
be argued. The central question was 
never argued before the FCC—that 
is, the wisdom of such a shift. Other 
such rule-making decisions will obvi- 
ously also be handed down. 

By such rule-making the FCC will 
endeavor to herd the stations in direc- 
tions it considers necessary. Some 
due process may be lost ii the proce- 


dure. but many at the commission feel 


Through new hearings and through a study 


that the public’s interest trancends 
that of the licensee. 

These are the more pressing “hot 
issues.” There are, however, others 
such as network regulation, option 
time and multiple ownership which 
are also on the mind of the new ad- 
ministration at the FCC. 


Regulation a Certainty 


Some sort of network regulation by 
this session of Congress is considered 
a virtual certainty, though provisions 
of any such biil remain to be written. 
One of the models may be the net- 
work bill presented by Representative 
Bennett to the House Interstate Com- 
mittee last session but which never 
got out of it. (He is a member of that 
committee.) Both Oren Harris, chair- 
man of the House Interstate Commit- 
tee, and Senator Pastore of the Senate 
Interstate Committee have indicated 
that they will back the introduction of 
such a bill. The FCC has also thrown 
its weight behind network regulation. 

Indications are also that option 
time may shortly be eliminated. Only 
recently it was cut to two-and-a-half 
hours each night by the FCC. At that 
time the commission vote to save 
option time was four to three. With 
chairman Minow on hand to cast the 
deciding ballot against option time, 
its future would seem to be short. 

Multiple ownership is a much more 
controversial issue. It is in this con- 
nection that the Barrow Report be- 
comes required reading. It was pre- 
pared at the instigation of the Senate 
Commerce Committee, whose coun- 
sel at that time, Kenneth Cox, has 
recently been appointed chief of the 
FCC’s Broadcast Bureau. 
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Dean Barrow recommended that a 
limit be set on the number of stations 
to be owned in the top 25 markets. 
He believed the limit should be three 
stations. This, of course, would be 
applied to networks too. Were such 
a ruling made by the FCC, protracted 
hearings would be held in Washing- 
ton at which the network finances 
would be aired. 

Were other Barrow suggestions fol- 
lowed, the licensees, in the future, 
might be permitted to own only one 
station; greater weight would be 
given to local ownership; station buy- 
ing and selling would be well-publi- 
cized so that open bidding could take 
place, and stations which repeatedly 
violated rules would be subjected to 
greater and more rigorous fines (for 
example, while a station would not 
be put out of business for an offense, 
other applicants would be solicited). 

The Department of Justice is apt 
to bear down harder on certain in- 
dustry practices; to illustrate, net- 
work ownership of stations may be 
attacked on the ground that the net- 
work position in tv gives it too much 
power already. Such is the thinking 
of many on the newly appointed De- 
partment of Justice legal staff. 

These are just a few of the currents 
stirring around in the brisk breezes 
of Washington. It goes without say- 
ing that in many cases networks and 
stations will bring the full weight of 
their own power to bear. It also goes 
without saying that many of these 
ideas will have to be tested in the 
courts before they are accepted by 
stations. 

What is responsible for the great 
change in the character of the FCC? 


of old facts, new ideas may emerge from the commission 


Literally millions of words are on file 





There is a distinct difference between 
the new leadership and the old, 
though the last FCC chairman, Fred- 
erick Ford, agrees with many of 
these ideas and regulated along the 
same lines himself during the short 
time he was in office. 

The new Administration is obvi- 
ously responsible for the difference. 
President Kennedy sees tv as a natu- 
ral resource. He believes it is more 
than a medium of entertainment. To 
him, it is a prime tool for communi- 
cations in the deeper sense of that 
word. He believes tv can be enor- 
mously valuable in educating the 
country to broader and more mature 
goals so that it can maintain its lead- 
ership in the modern world. 

His chairman, Newton Minow, is 
dedicated to the task of expediting 
that process. He has already begun 
to use his considerable influence to 
shape the FCC. A group of “angry 
young men” has been appointed to 


his legal department. The new head 
of his Broadcast Bureau, Kenneth 
Cox, will provide further muscle. 

Mr. Minow’s close relationship with 
the President can only bolster his 
power at the FCC. He sends Presi- 
dent Kennedy monthly reports. Of 
course, some commissioners find 
such reports unconducive to a free 
and independent exchange of opinion. 
Regardless, these reports strengthen 
Mr. Minow’s position with most of 
the commissioners. 


Communications Policy 


In more specific terms, what does 
the President expect of tv? Observ- 
ers believe that he would like the 
basic guidelines of a communica- 
tions policy to be set out for the coun- 
try. While it is not easy to know in 
which areas he hopes they will be, 
certain indications are available. 

We are well into the space age. Re- 
cent meetings in the White House 


Backs to the clock, new commissioners devote 


attest the importance of space com- 
munications, a problem which has be- 
come more urgent because of recent 
developments such as Russia’s pro- 
jecting a man into space. Chairman 
Minow has focused much of his atten- 
tion on space. He must deal with the 
demands of the military; as time goes 
on he can expect these demands to in- 
crease; he must also formulate policy 
for civilian companies to participate 
in space. All this makes the need for 
an intelligent use of the spectrum even 
more compelling. There is less room 
for waste now than ever before. 
Within the spectrum a diversity of 
services must be encouraged. Educa- 
tional tv is primary to that diversity; 
it can be of great assistance in the 
teacher shortage; it can be used to 
educate the American public on a 
more adult level to significant current 
issues and to a respect for things of 
the mind. It can also be used for 


greater service to minorities than is 
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presently available on commercial tv. 
Washington is hoping to move edu- 
cational tv into the large population 
centers of the east as well as Los An- 
geles. It should not be long before 
New York gets its educational chan- 
nel as a direct intervention of the 
FCC into the sale. In Los Angeles the 
same intervention will prevail if a 
station comes up for sale; if none is 
placed on the market, a number of 
the channels there will be required 
to make out a strong case when they 
come up for renewal. It is also ex- 
pected that the Wilmington, Del., vhf 
channel, not now in use, will be 
turned over to the educational-tv in- 
terests; it is a channel that covers 
Philadelphia as well as Wilmington. 
This principle diversity seems to be 
central to the New Frontier’s broad- 
casting philosophy, though it is only 
faintly beginning to be applied in tv. 
In radio, however, an FCC crackdown 


is likely where any am station dupli- 


HAT 


i] 


HAMA 


their time to keeping watchful eye on broadcasting problems 


' 
ee ae 


cates its programming on fm. The 
FCC chairman has inferred that he 
would not look with favor upon new 
uhf stations which duplicate much of 
the vhf programming. He would like 
the opening up of the uhf spectrum 
to do for tv what fm has done for 
radio—that is, broaden its services... 


Presidential Plans 


The Presidential plans for educa- 
tional tv fall in with those of Con- 
gress. The Senate Interstate Com- 
merce Committée has already taken 
action on a bill allocating $50 million 
($1 million to each state) for educa- 
tional tv. The House Interstate Com- 
merce Committee is working on a 
similar bill. Action could conceiv- 
ably be taken before Congress winds 
up in 1961. 

Traditionally, when the FCC be- 
comes regulatory-minded, Congress 
steps in and acts as a balancing force 
between it and the industry. The big 


| 





question is whether Congress will 
play the same role now. Both Senator 
Warren Magnuson, chairman of the 
Senate Interstate Commerce Commit- 
tee, and Representative Harris, the 
leader of the Interstate Committee 
in the House, believe that the FCC 
should be more vigorous in the regu- 
lation of certain aspects of broad- 
casting. 

While they have tossed bouquets 
at tv for its election coverage, and for 
many of its public-service features 
last year, many members of these 
committees feel closer supervision is 
needed. At the recent hearing held by 
the Senate Interstate to pass on chair- 
man Minow’s nomination, Senator 
Pastore said, “I looked at tv for 
three or four hours last night. I 
don’t know how many people were 
I don’t know how 
many people were shot. I don’t know 


horsewhipped. 


how many people were killed. The 


(Continued on page 114) 














Bu. the so-called alphabet 
agencies had been multiplying 


for over a year under the New Deal, 


the birth of the Federal Communica- 
tions Commission in July of 1934 
didn’t attract too much attention out- 
side of the affected industries. 

There appeared to be little to excite 
broadcasters. No major new laws or 
rules appeared to be involved. Radio, 
after all, had been regulated by the 


Federal Radio Commission under the 























Department of Commerce. In fact, the 
idea wasn’t to change the philosophy 
of radio regulation. It was to bring to- 
gether into one independent agency 
jurisdiction over all interstate and in- 
ternational communications facilities, 
where jurisdiction had _ previously 
been scattered. 

In those dramatic days there was no 
reason to suppose that the new agency 
would have a very stormy path as 
Eugene O. Sykes took the oath to be- 
come the first chairman. True, radio 
was a complicated subject, but it was 
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From 
crisis to 
crisis 


felt that most of the controversial de- 
tails had been settled. And after the 
chaotic situation of multiplying and 
interfering stations which had led to 
the Radio Act of 1927, there was 
reason for confidence that the worst 
was behind. 

Yet this little agency, with only 
1,403 employes as of the end of fiscal 
1960, has made more headlines than 


almost any other. Also, it has had 





more tough problems—and, many in- 





Under President Coolidge, regulation seemed simple . . . 


fluential people feel, has succeeded in 
ducking more of them—than almost 
any other. 

There have been investigations of 
the commission for mismanagement, 
alleged bribery and even Communist 
influence. The FCC quickly ran head- 
long into the clear-channel case and 
acted in such a manner that the case 
is still pending. Then came television, 
and problems to be argued,. debated 
and despaired of multiplied. 

Back in 1934, when Mr. Sykes took 
command of the new ship, none of 








The FCC went through 


this was indicated. As a point of his- 
torical fact, the balance of this first 
commission was made up of Thad H. 
Brown, Paul A. Walker, Norman S. 
Case, Irvin Stewart, George Henry 
Gary. Mr. 
Walker much later was acting chair- 
man (Nov. 3, 1947, to Dec. 28, | 
1947) and chairman (Feb. 28, 1952, 
to April 17, 1953). 


Radio regulation of one sort or an- 


Payne and Hampson 


other dates back to the Wireless Ship 
Act of 1910, which applied to use of 
radio by ships. The Radio Act of 1912 
was the first domestic law controlling 
radio in general, and it made the Sec- 
retaries of Commerce and Labor re- 
sponsible for licensing radio stations 
and operators. 

Early broadcasting was non-com- 
mercial as well as experimental. In 
1919 broadcasters operated as “lim- 
ited commercial stations.” In 1922 the 
wave length of 360 meters—approxi- 
mately 830 kc—was assigned for 
transmission of important news items, 
entertainment, lectures, sermons, etc. 

The First National Radio Confer- 
ence brought into being a new type 
of broadcast station with minimum 
power of 500 watts and maximum of 
1 kw, and 750 and 833 ke were now 
assigned for program transmission. 

Things developed so speedily with 
the new national fad, and stations mul- 
tiplied so rapidly, that in 1924 the 
Department of Commerce allocated 
550 to 1,500 ke for broadcasting and 
authorized powers of up to 5,000 watts. 

The added spectrum space merely 
made matters worse because the rush 
to put stations on the air was in full 
swing. Attempts to deal with the re- 
sultant interference were stymied be- 
cause of court decisions to the effect 
that the 1912 Radio Act, the only ap- 
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plicable law on the books, did not give 
the Government authority to limit 
power and operating hours. 

Broadcasters were then jumping 
frequencies and increasing power 
without regard to interference, a situ- 
ation which caused then-President 
Coolidge to ask Congress for urgent 
action. 

Thus began a series of Congres- 
sional debates leading to the Dill- 
White Radio Act of 1927, paving the 
way for creation of the Federal Radio 
Commission in that year, and giving 
way to the Communications Act of 
1934, which led in turn to the creation 
of another alphabet agency, the FCC. 


Fodder for Argument 

The 1927 debates, committee re- 
ports, statements of what the Congress- 
men meant to accomplish when they 
passed the Radio Act are still relied 
upon today to back up arguments 
about the power or lack of power of 
the FCC. The Communications Act of 
1934 adds some “Congressional in- 
tent,” but Congress gave less attention 
to broadcasting in that year than it 
did to the advisability of getting all 
communications matters and prob- 
lems under the regulation of a single 
agency. 

At the very beginning there was 
some doubt that advertising should be 
permitted on the air, but by the time 
there was a serious chance for Con- 
gressional action the development of 
sponsored broadcasting made _ this 
point moot. 

There was much discussion about 
Government control of programming, 
and there is a clear record to the ef- 
fect that Congress wanted no such 
control. However, those who favor 
minimum operating standards for sta- 


| panic and fire and flood and probes to become what it 


tions also have much to quote in favor 
of their viewpoint in these early Con- 
gressional discussions. Later, they 
would also bolster their argument with 
a quotation from a Supreme Court 
decision. 

At all events, Congress wrote into 
the law a specific dictate against cen- 
sorship of what goes out over the air- 
waves. On the other hand, although 
it declared that radio must not be con- 
sidered as a common carrier, it also 
adopted common-carrier language in 
its directive that stations must be li- 
censed in “the public interest, con- 
venience and necessity.” 

In the current FCC rule-making in- 
volving changing application forms for 
both radio and tv stations, some argue 
that the no-censorship provision 
means that the FCC may choose the 
best-qualified applicant, but may not 
inquire into its programming at all— 
except for obscenity, gambling and 
other unthinkable behavior. Others 
argue just as heatedly that the FCC is 
directed to make sure that stations 
are operating—and hence program- 
ming—in the public interest. 

The Federal Radio Commission, set 
up within the Commerce Department 
after passage of the 1927 Radio Act, 
did bring order out of chaos, licensing 
stations and assigning frequencies and 
powers. 

This was the first genuinely furious 
hassle of Government regulation, the 
bitterness of which is attested by the 
fact that of the 732 radio stations then 
operating, about 150 were forced to 
leave the air. 

The FRC survived that one, and 
when the Communications Act of 
1934 resulted in the creation of the 
FCC it was felt that no matter how 
tough the problems of the future, 


























is today 


nothing would equal that interference 
mess for difficulty and controversy. 

In not too long order, the FCC was 
neck-deep in a problem which was 
just as complicated and just as diffi- 
cult. This was the clear-channel case, 
involving pleas by the clear-channel 
radio stations for higher power than 
the maximum 50,000 watts. 

The commission may have been 
quite willing to act one way or an- 
other, despite pressures from the re- 


.. . but it’s much more complex today 


maining stations, which feared the 
extra competition. However, when it 
appeared the FCC might authorize so- 
called “super powers,” the Senate 
Commerce Committee pushed through 
a resolution expressing the “sense of 
the Senate” that no such higher pow- 
ers should be authorized until Con- 
gress had a chance to consider the 
whole range of problems involved. 
Such resolutions have no legal 
power, but as a practical matter are 


almost impossible to ignore. The FCC 


(Continued on page 96) 
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A rigid 


regulator? 


64 'm hoping that the National As- 
| sociation of Broadcasters will 

set some standards for television. 
I'm a great admirer of ex-Governor 
Collins. I hope he wili lead the in- 
dustry in uplifting standards. If 
broadcasters don’t raise their stand- 
ards, somebody will do it for them.” 

The speaker is 35-year-old Newton 
N. Minow, recently installed as chair- 
man of the Federal Communications 
Commission. His statement is but one 
indication of the radically new ap- 
proach to broadcasting present in 
Washington today. Here is another. 

“If and when we set stations down 
we ought to be more flexible. I know 
we can fine them, but suppose the 
offense calls for more than a fine. | 
know we can’t put them off the air 
without harming the community. I’ve 
been giving thought to allowing them 
to run for awhile, but letting other 
applicants apply for the facility. 
Perhaps we ought to let others show 
what they can do.” 

In broadcasting, as can be seen 
from some of the more recent de- 
cisions by the FCC, the New Frontier 
is on the march. Newton Minow is 
the personal choice of President Ken- 
nedy. What is the philosophy behind 
this new attitude toward communica- 
tions? 

“T see television as a basic natural 
resource. It is a public property and 
must be used for the benefit of the 
public. Many of the broadcasters 
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Chairman Minow, no longer 


a question mark, has pronounced views 


on a ‘great natural resource’ 


think they own the airwaves. If | 
do nothing more in my seven years 
here than remind them that the air- 
waves belong to the public, I will 
have performed” a service,” he com- 
ments. 

These are not the ideas of a wild- 
eyed young radical out to rule or 
ruin. He is young but far from cal- 
low, and seems rather old for his age. 
He is a medium-sized man, slightly 
inclined to portliness. His face and 
features are small. There are a ma- 
turity and a solidity about him, in 
spite of the fact his philosophy some- 
times runs ahead of his knowledge of 
the complexities of television. 


‘Much to Learn’ 


Yet he is quick to admit there re- 
mains much for him to learn about 
television. Newton Minow was a bril- 
liant student (he was first in his 
graduating class at law school) and 
was equally successful in his short 
career as a lawyer. It is obvious that 
a quick mind and a penetrating in- 
telligence will be at his disposal in 
coping with television. 

He knows he will have problems 
even in getting his philosophy across 
to the public. He is aware that the 
public, as a rule, doesn’t quite realize 
what its rights are under the Ameri- 
can system of television. His solution 
—the white hot glare of publicity. 
“When renewals come up for a hear- 
ing, we'll have them take place in the 


station’s city. The local parents- 
teachers association will be invited 
to testify, along with various other 
citizen groups. The public participa- 
tion will be solicited. 

“Td appreciate other radio and 
television stations using their facili- 
ties to announce the hearings to the 
public. Sure, we may get a few 
crackpots, but we'll get many more 
interested people. The public interest 
in television should be stimulated. 
Someone has asked me whether this 
would not be like having the public 
try the FCC’s case. My answer is that 
the FCC 
would be there to try the public’s 
case.” 


the reverse would be true- 


of this 
young man from Milwaukee is ob- 


The “social conscience” 
vious. Much of it was developed in 
his early background, but his close 
association with Adlai Stevenson and 
with the late Chief Justice of the 
Supreme Court, Fred M. Vinson, also 
played a part in its stimulation. 

The intensity peculiar to many re- 
formers and liberals is not part of 
chairman Minow’s character. He is a 
happy, adjusted person who played 
a leading part in the Chicago com- 
munity in which he lived while a 
member of the Stevenson law firm. 
He is a “joiner” and was named one 
of Chicago’s outstanding men of 1960 
by the Junior Chamber of Commerce. 

“Broadcasting did an enormous 
public service during the campaign. 


It did a remarkable job. I'm well 
aware of that. But I still believe that 
there are changes to be made which 
are long overdue,” he remarks. 

The FCC chairman has clearly set 
aside the field of programming as in 
need of radical improvement. “We're 
not going to lie in ambush for broad- 
casters. We're not interested in trick- 
ing them. We want to play fair. But 
is it censorship to demand that they 
match their promise with perform- 
ance? You must remember that when 
someone decides to buy and operate 
a public property he takes on a 
serious obligation. 


‘We'll Be Watching’ 


“I believe in business,” he de- 
clares. “I don’t believe in Govern- 
ment interference. It would be more 
horrible than anything we have now. 
But broadcasters have control of a 
public facility. Is censorship involved 
in asking them to live up to their 
obligations? I don’t think so. 

“We're not going to tell the sta- 
tions how many hours of prime-time 
programming to present, but they can 
be sure we'll be watching them,” the 
chief executive of the FCC states. 
“Oh, I know it sounds like Big 
Brother, and I 
way, but somebody has to check. 


don’t want it that 


Someone has to be responsible. It’s 
a public property.” 
Mr. Minow, incidentally, is a mem- 


(Continued on page 114) 
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f many station operators cherish an image of 

Washington as Imperial Rome on a spree, 
as a place overpopulated with big and little 
Caesars, it is in spite of Tunis Augustus Mac- 
donough Craven, who, it can be speculated, 
shares the same misgivings. For commissioner 
Craven is the FCC’s Ultra, an enemy of big 
Government, a regulator who is against close 


regulation. 


The 68-year-old commissioner created quite 
a storm in his first term with the agency (from 
1937 to 1944) when he was known as a big 
dissenter. Since then, and particularly since the 
start of his second term as commissioner in 
1956 (in 1944 he requested that he not be re- 
appointed so that he could return to private 
radio-engineering practice), “Tam” Craven has 
been insisting that he wanted to be just another 
commissioner and wished to vote, whenever 
possible, with everybody else. 


Under the New Frontier, it doesn’t look as 
though commissioner Craven will get his wish. 
He is a conservative, and even back in 1940, 
when a New Deal philosophy permeated the 
Washington air, he was hostile, almost short- 
tempered, with what he felt were inordinate Gov- 
ernment intrusions in private commerce. In April 
of that year, old-timers will remember, the FCC 
granted, and then temporarily suspended, per- 


mission for commercial telecasting. A vociferous 


dissenter on this as well as on many other de- 
cisions of those times, commissioner Craven 


The commissioners 





scolded his agency. 

“Nothing can stop scientific research and tech- 
nical progress in a free democracy, if incentive 
is not discouraged by Government. . . . In my 
opinion, the technique of television has advanced 
to the stage where an initial public trial is en- 
tirely justified. .. . There is no need .. . for a 





No friend of big Government 


commission in Washington to substitute its judg- 
ment for that of the public,” he said. 

Today he still firmly believes that the FCC 
has no right to do anything beyond licensing 
stations and seeing that they observe engineer- 
ing standards. He is of the opinion (a minority 
one on the commission these days) that Govern- 
ment has no right to inquire into how stations 
program, whether it is to see that they have kept 
their promises or for any other reason. Com- 
missioner Craven did, however, vote for rule- 
making on the new application form, but it was 
largely because he wants to dissent as little as 
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possible, and it was with the announced purpose 
of getting industry comments. He will undoubted- 
ly dissent on final adoption, but will be joined, 
probably, only by Rosel H. Hyde, his fellow 
conservative. — 

Commissioner Craven, at least nominally a 
Democrat, occupies the seat which by custom 
(but not by law) is always given to an engineer. 
His qualifications for that role are impressive. 
His experience in the technical aspects of elec- 
tronic communications goes back to 1913, the 
year he graduated from the U. S. Naval Acad- 
emy. While in the Navy (he resigned his com- 
mission as a lieutenant commander in the regu- 
lar Navy in 1930, serving as a commander in 
the reserve until 1944), he served afloat as radio 
officer of various battleships and as fleet radio 
officer. Ashore he was in control of all naval 
shore-to-ship and transoceanic radio services. 

An outstanding engineer in private practice 
too, he served many leading broadcasting inter- 
ests, and, for this reason, has often felt obliged 
to disqualify himself from voting in contested 
cases. Described as a man of bristling integrity 
by just about everyone, Tam Craven was never 
easy to approach in an official capacity, even in 
the more relaxed days of the early 50s. He ex- 
plained to a visitor once how he got the reputa- 
tion: “I threw a couple of these guys out of my 
office, and I got known as an s.o.b., but they 
didn’t come around me any more.” 


Commissioner Craven is perhaps most proud 
of his work in developing directional antenna 


T. A. M. CRAVEN 





systems. But he was also the one to warn (when 
there was still time) that the FCC wasn’t setting 
aside enough channels for television. And later 
(in his familiar role of dissenter) he was to 
prophesy that it would be disastrous to intermix 
uhf and vhf. He said, quite simply, that uhf 
would be unable to compete with vhf. 

Born in January of 1893 in Philadelphia, the 
young Craven attended St. Paul’s School, Balti- 
more, before going to Annapolis. He made his 
first acquaintance with Government regulation 
in 1928, when for approximately two years he 
served on the staff of the old Federal Radio 
Commission. He was in charge of non-broadcast 
engineering matters, and in that post partici- 
pated in the formulation of early regulations 
and engineering standards concerning marine, 
aviation, international and other radio services. 

He joined the commission as chief engineer 
in December of 1935 and served in that capacity 
until he was named a commissioner in August of 
1937. When his term expired in 1944, he served 
as vice president in charge of technical matters 
for the Cowles Broadcasting Corp., leaving that 
post in 1949 to become a member of the firm of 
Craven, Lohnes & Culver, Washington-based con- 
sulting radio engineers. 

In the days ahead chairman Minow can ex- 
pect one consistent voice to be raised in oppo- 
sition to some of his announced policies: it will 
be that of Tam Craven, who really doesn’t 
want to dissent. He is up for retirement in May 


of 1963. 
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R™ H. Hyde, Republican and Mormon, 
shares with another Republican—Senator 
Barry Goldwater of Arizona—the same rugged 
good looks, the same lean, no-nonsense appear- 
ance of the born westerner. As the commission’s 
second-leading conservative (Democrat T.A.M. 
Craven is further to the right), he is not one to 
tolerate much nonsense: not especially enamored 
of legislative or regulatory solutions to many 
problems, he is a great believer in personal 
morality and righteousness. 

As such, he tends to impress many people as 
sour and serious, particularly during hearings, 
but he has an unexpected sense of humor. Less 
than a month ago commissioner Hyde celebrated 
his 61st birthday, at which time he might have 
reflected that he is the FCC’s old-timer in terms 
of service, since he goes back to when the agency 
was the Federal Radio Commission under the 
Department of Commerce (then directed by soon- 
to-be-President Herbert Hoover). 

April 1946 saw the legal expert take his place 
as commissioner after having spent just over two 
decades in Government service. During those 
years he had been a member of the staffs of the 
Civil Service Commission and the Office of Public 
Buildings and Parks. In 1928 he entered the 
broadcasting area as an assistant attorney with 
the radio agency that later became the FCC. The 
list of titles held before he became commissioner 


testifies both to his ambition and ability and to . 


the complexities of bureaucratic government. 
Jeginning as assistant attorney, Mr. Hyde be- 










came an associate attorney, attorney, attorney 


examiner, senior attorney, principal attorney, 
assistant general counsel and general counsel. 
When not engaged in reprinting his business 
card to adjust to the changes of title, he served 
in his various legal capacities on a wealth of 
individual case hearings, as well as in studies 
and proceedings relating to the development of 
radio and the expansion of its services. Included 
were the first general frequency allocation pro- 





A legally oriented, no-nonsense mind 


ceedings of the Federal Radio Commission in 
1928, the FCC frequency allocation hearings in 
1935, the network investigation of 1938 and pro- 
ceedings which resulted in the inauguration of 
regular fm and tv broadcasting in 1941. 

As a commissioner, he took part in the general 
tv proceedings of 1949-1952 which left the in- 
dustry freeze-less and resulted in further im- 
provements and extension of television service. 


Early in 1952 the commissioner became vice 
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chairman of the commission, On July 1 he began 
a new seven-year term with the FCC, having been 
renominated and confirmed following his initial 
appointment. The next spring saw him desig- 
nated to chair the commission by President 
Eisenhower for a period of one year, after which 
he served another six months pending Presi- 
dential action. 

Well-grounded in law and legality, commis- 
sioner Hyde would seem to have ample basis for 
his belief that the FCC is within legal bounds in 
requiring stations to outline their programming 
plans. He feels additionally that such require- 
ment should be made. And, highly important to 
broadcasters, he tends to regard stated program 
plans and promises as having the weight of sworn 
statements—and he is sure to look with great 
seriousness upon failure to produce the intended 
programming. 

The commissioner does not believe, however, 
that it is a duty of the commission to define 
program categories—or even standards—within 
which stations would be obligated to confine their 
broadcast material. In this regard, he has joined 
T.A.M. Craven on the far conservative side 
more and more of late, tending to oppose Gov- 
ernment dictation over programming in any way, 
shape or form, or to any degree. 

International communications involved _ the 
commissioner in 1945 when he was a member 
of the U. S. delegation to the Inter-American 
Telecommunications Conference at Rio de 
Janeiro, again in 1949 when he chaired our 
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delegation to a North American Regional Broad- 
casting Conference and in 1957 when he was 
chairman of a delegation negotiating a broad- 
casting agreement between the U.S. and Mexico. 
Now a father of four, Mr. Hyde married 
shortly after entering Government service in 
1924. When his present and third term expires 
in 1966, he is expected to retire, although as a 
member of the bar of the District of Columbia 
since 1923, and as an attorney admitted to prac- 
tice before the Supreme Court, it’s likely he will 
continue in some phase of legal endeavor. 
Thoroughly knowledgeable in multiple facets 
of law and communications, commissioner 
Hyde’s stance as a member of the opposition to 
chairman Newton Minow is not expected to be 
based on political differences alone, but on differ- 
ing interpretations of the Government's scope. 
Actually first with the controversial idea that 
stations should be held to their promises when 
applying for licenses and renewals, the com- 
missioner spoke against Government dictation 
over programming as follows: “The approach, 
however well intended, in which the licensing 
authority endeavors to prescribe certain guide- 
lines for the programming of stations would 
seem to assume responsibilities which should 
remain as the clear responsibility of licensees. 
The more the agency gets into this business, the 
more impossible its position. . . . It could find 
itself being held responsible by the public in 
matters involving creative effort, taste and opin- 


ion, with which it would be hopeless to deal.” 
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Truman appointee, a Democrat, a Texan, 
nephew of House Speaker Sam Rayburn 
(D., Tex.), Robert T. Bartley strikes one as the 
least political of the seven FCC commissioners: 
his reputation, in both Government and in in- 
dustry, is that of a man out to do a proper and 
at any cost non-partisan job. Even the embittered 
Bernard Schwartz (former chief counsel, House 
Subcommittee on Legislative Oversight) had 
nothing much to say about the commissioner, 
except to observe once, rather inconclusively, that 
Mr. Bartley’s powerful uncle “has no children 
and he has always regarded Bartley with all but 
parental affection.” 

In Washington, where such relationships are 
automatically considered suspect, Mr. Bartley is 
not. At one time a big dissenter on the FCC (in 
the days before it was hit by the Harris probes), 
he offers few dissents these days on major 
matters. He has been talking in a much tougher 
vein of late, and will undoubtedly be a powerful 
ally of chairman Minow in the months to come. 

But contrary to popular belief (which has 
some substance: he recently said, “I think the 
public often needs more than it says it wants”), 
commissioner Bartley will not go further than 
the majority into the field of FCC program con- 
trol. His dissents now are on approvals of certain 
station sales, a field which he has made his 
particular concern. He has opposed many station 
transfers, is averse to approving purchases by 
current multiple owners and looks with disfavor 
on the acquisition of new stations by owners 










already dominant in an area through other hold- 
ings, even if such purchases don’t actually vio- 
late the duopoly rule. 

Originally appointed a commissioner in March 
of 1952, the 51-year-old Texan (he celebrates 
his 52nd birthday on May 20) first came to 
Washington at the age of 22. In the intervening 
years he acquired a broad knowledge of all 
regulatory agencies, and, from 1939 to 1948, a 
practical knowledge of commercial broadcasting 





It’s all a question of needs 


operations when he served with the Yankee 
Network, Inc., and later with the NAB. 

When the young Bartley first came to the 
capital it was as a statistician in the investigation 
by the House Committee on Interstate and 
Foreign Commerce into public-utility and hold- 
ing companies. This first brush with Government 
involvement in commercial enterprise was to 
develop into a career. He later became executive 
secretary of the investigation staff (which was 
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then under the direction of Dr. Walter M. W. 
Splawn, special counsel), and, from 1932 to 
1934, he supervised preparation of the reports 
which were to be so instrumental in the passage 
of legislation on regulatory matters. 

In 1934 Mr. Bartley joined his then boss, Dr. 
Splawn, who had been named chairman of the 
ICC, but later that year, with the creation of the 
FCC, he was appointed director of its telegraph 
division in charge of regulation of telegraph land 
line, cable and radio carriers. Mr. Bartley served 
in that post until 1937, at which time he joined 
the Securities and Exchange Commission as a 
senior securities analyst. 

The commissioner’s experience with the com- 
mercial side of broadcasting began in 1939, when 
he became assistant to John Shepard 3rd, presi- 
dent of the Yankee Network, Inc. Mr. Bartley 
was elected a vice president in 1942, assuming 
responsibility for supervision of the technical, 
accounting and experimental departments, as 
well as personnel. 

In 1943 Mr. Bartley joined the NAB as 
director of war activities, and, since he had been 
earlier associated with FM Broadcasters, Inc., a 
trade organization, he headed that department 
when the group was merged with NAB. The 
commissioner became administrative assistant to 
his uncle, Mr. Sam, in 1948, an office he held 
until appointed a member of the FCC in 1952. 

An important facet of his personality: earlier, 


the NAB wanted him to perform in a strict 
lobbyist capacity; he refused, convinced that his 
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relationship to Speaker Rayburn would hinder, 
more than help, him and the NAB. 

Since serving on the FCC, the Texan has been 
an advocate of letting it be known that the com- 
mission will consider rival applications for a 
facility at license-renewal time if the outlet has 
not been operating in the public interest—within 
the standards considered reasonable by commis- 
sioner Bartley. 

Although this attitude has not in the past been 
considered too practical by the other commis- 
sioners, it cannot be dismissed. For even as 
commissioner Hyde had to wait a long time for 
adoption by the majority of his promise-versus- 
performance suggestion, commissioner Bartley’s 
opening up (even of established stations) to rival 
applications must be given some chance of suc- 
cess. Even Mr. Bartley, however, has to concede 
privately that it is in the wait-and-see category. 

Born in Ladonia, Tex., in 1909, Mr. Bartley 
was graduated from Highland Park High School, 
Dallas, and then attended Southern Methodist 
University School of Business Administration. 
He married Ruth Adams of Washington in 1936, 
and they have three children—Robert T., Jr., 
born in 1938; Jane, born in 1941, and Thomas 
Rayburn, born in 1947. 

His present term as a commissioner will expire 
in May of 1965. It can be expected that within 
his term Mr. Bartley will participate in many 
majority decisions which will have a dramatic 
effect on the future of broadcasting. His reason- 
ing will in large part reflect the chairman’s. 
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hen Robert E. Lee was appointed to the 

commission, he immediately became a 
partisan political issue. The tug-of-war over his 
confirmation dragged on for almost four months. 
(He drew no salary during this period.) There 
were lengthy hearings, and it appeared for a 
time that he might not be confirmed. Finally on 
Jan. 19, 1954, the Senate approved his appoint- 
ment. His sense of humor, he says, pulled him 
through those four tenuous months. (He has one 
of the largest joke files in Washington.) 

Last year, a Democratic Senate, reasonably 
sure of a Democratic Congressional sweep and a 
Democratic President, confirmed this Republi- 
can’s appointment for a second FCC term. Which 
can be considered some sort of tribute to the kind 
of nonpolitical figure commissioner Lee has be- 
come, for no other Eisenhower nomination was 
considered by Congress in anticipation of the 
election results and of a chance for a new Presi- 
dent to make his own appointments. 

Today commissioner Lee, it would appear, is 
much in chairman Minow’s camp, obsessed with 
a New-Frontier and old-guard-Republican aver- 
sion for over-commercialization. These two men, 
along with commissioner Bartley, can be consid- 
ered the hard core of the new FCC. Mr. Lee 
would like what he considers the too many, the 
too strident commercials to be considered a pro- 
gramming fault. This, coupled with his stand in 


favor of more FCC attention to programming in 


licensing and renewals, makes him almost hos- 
tile to the usual industry arguments. 





A Roman Catholic, at 49 Mr. Lee can look 
back on close to 23 years of service in Wash- 
ington. In 1938 he entered Federal service as 
a special agent for the Federal Bureau of In- 
vestigation. Three years later he was made 
administrative assistant to J. Edgar Hoover, its 
director, and was charged with the responsibility 
of building the FBI staff for new duties under the 
threat of war. Ultimately he was made chief 





Sort of a Republican Bolshevik 


clerk of the FBI. Mr. Lee became a commission 
member after serving on the House Committee 
on Appropriations, where he was director of 
surveys and investigations. 

This background, as commissioner Lee was the 
first to admit, had little of direct value as far as 
the FCC’s regulatory functions were concerned. 
However, his experience as an auditor gave him 
an insight into utility rate questions, while his 
experience as an investigator for the House com- 

















mittee gave him an insight into the working of 
Government departments and the operation of 
Government as a whole. 

Political considerations played no part in the 
job Mr. Lee has done on the commission and 
have certainly not influenced Congressional re- 
actions to him. For he has developed in a most 
interesting way from what people thought would 
be a predictable Republican attitude toward 
regulatory matters to a most unpredictable one. 

And he has developed a point of view that is 
distinctly his own. In the matter of allocations, 
Mr. Lee can be described as a sort of Republican 
Bolshevik. His solution to the allocations prob- 
lem: make all television uhf. 

“T recognize,” he conceded recently, “that this 
is a drastic action and could be most unpleasant 
unless it were on a gradual and long-range basis. 
This is precisely what I visualize. In the interim, 
I believe that we should work toward the ultimate 
goal with every conceivable encouragement to 
uhf broadcasting, including an expanded pro- 
gram of de-intermixture in those markets where 
a single vhf station makes it difficult for uhf to 
provide multiple services to communities rather 
than a single service to a large area.” 

Mr. Lee has also said: “It is my sincere con- 
viction that to get something worthwhile—an 
adequate television system—something has to be 
given up. Insofar as broadcasting is concerned, 
I would sacrifice 12 vhf channels to save 70 uhf 
channels.” 


The commissioner has also been a strong ad- 
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vocate of educational television, but quite re- 
cently found himself torn in two directions when 
the FCC initiated a formal inquiry into ways of 
having a vhf channel in New York and one in 
Los Angeles converted to educational purposes. 
Mr. Lee was the only dissenter, and he dissented 
because he believed that educational tv would 
be damaged rather than aided by vhf. He doesn’t 
believe there are enough vhf channels for the 
development of educational tv. 

Born in Chicago on March 31, 1912, the 
commissioner was educated at DePaul University 
College of Commerce and Law, working his way 
through as a drug clerk and as a part-time 
auditor, mainly in the hotel field. From 1935 to 
1938 he served as auditor for the American Bond 
& Mortgage Co. Bondholders Protective Com- 
mittee, which was created by law to handle the 
defunct properties of that company and involved 
the reorganization of approximately 70 proper- 
ties, mainly hotels, hospitals and office buildings. 

The FCC’s defense commissioner since 1956, 
Mr. Lee coordinates and directs its civil and 
defense mobilization activities, including the 
CONELRAD program for alerting the public. 
He is also a member of the Civil and Defense 
Mobilization Board. 

Married and the father of three children, his 
term expires in July of 1967. In that time Mr. 
Lee hopes to make a dramatic contribution to 
the development of the spectrum. And he might 
just succeed: his views on the question are shared 
completely by chairman Minow. 
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I his view of a better-ordered world (that is, 
in one in which the forces of New Republican- 
ism rather than those of New Frontiersmanship 
had won the day) Frederick W. Ford would still 
be chairman of the FCC. If this thought haunts 
the commissioner, or if the $500 drop a year in 
salary has seriously affected his outlook, it is not 
evident. Mr. Ford is still Mr. Ford, a man of 
many parts: Republican, Episcopalian, lawyer; 
liberal, trust-buster, public servant. 

He is perhaps the handsomest and most dis- 
tinguished-looking of the commissioners, and, 
with his long career in Government and his solid 
legal background, is still a man to watch in the 
as yet undeclared political wars of the future. 
Commissioner Ford, along with John Cross, is 
the FCC’s moderate, by which it is meant that he 
falls somewhere between conservatives Hyde and 
Craven and activists Minow, Lee and Bartley. 

As the man to occupy the hot seat vacated a 
year ago by the principled but dogged at-any-cost 
John C. Doerfer—who was assisted to the exit by 
the equally dogged Oren Harris (D., Ark.) 
chairman of the House Commerce Committee— 
Mr. Ford was instrumental in moving the FCC 
off the dime on which it traditionally sat with 
respect to complicated problems. In his short 
term as chairman Mr. Ford cut procedural snarls 
(as much as is humanly possible under the 
present FCC organization) and was understand- 
ably hurt that the Landis report ignored the 
progress he had made in that post. 

Legally oriented, he was appointed a member 





of the commission in August of 1957, actually 
spent a good part of his earlier career at that 
agency (as a counsel in various posts between 
1947 and 1953) and then moved on to serve in 
the anti-trust division of the Justice Department 
under his friend, ex-Attorney General Rogers. 
From this association he became something of 
an expert in anti-trust matters. Although he is 
no threat to continued operation of stations by 


those electrical companies recently convicted of 





Both a reformer and a moderate 


violations of the anti-trust laws in other areas, 
Mr. Ford has taken, and will continue to take, a 
very dim view of anything approaching violations 
in the broadcasting field. Should network prac- 
tices come into question on this score, insiders 
say, they won’t find a supporter in Fred Ford. 
As a moderate, he feels quite strongly that 
stations have a clear-cut obligation to the public, 
but he feels just as strongly that no Government 
agency should dictate programming policy. Mr. 
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Ford leans more to the approach (which the 
commission is in the process of adopting) which 
will require narrative statements by stations of 
community needs, efforts to ascertain them and 
plans to meet them. At license-renewal time he 
is convinced that stations should be held ac- 
countable for their programming promises. 

Mr. Ford is known as a quiet, conscientious 
worker, who, through his years as a lawyer, has 
made it a point to prepare himself for any and 
all issues he may have to face. His career began 
back in 1934 when he received his LL.B. degree 
from West Virginia University, where, as a 
student, he was a member of the editorial staff 
of that university’s law quarterly. In the ensuing 
five years, as a junior partner in a Clarksburg, 
W. Va., law firm, he practised before state and 
Federal courts, resigning to enter Government 
work in the office of the general counsel of the 
old Federal Security Agency. He transferred to 
the legal staff of the Office of Price Administra- 
tion in 1942, but entered the Air Force in that 
same year, returning in 1946 as a major. 

Mr. Ford first joined the FCC in 1947, serving 
at various times in the Hearing and Review 
sections, in what is now known as the Office of 
Opinions and Review and in the General 
Counsel’s office. He was appointed a trial at- 
torney three years later, and in 1951] was 
appointed the first chief of the Hearing Division 
of the Broadcast Bureau under the FCC’s re- 
organization. At the Justice Department, which 
he joined in 1953, Mr. Ford served as first 


FREDERICK W. FORD 





assistant in the Office of the Legal Counsel, acting 
assistant attorney general in charge of that office 
and then as assistant deputy attorney general. 

In his post as commissioner he has been FCC 
liaison with the Office of Civil and Defense 
Mobilization in long-range frequency allocation 
planning for Government and civilian radio, as 
well as an FCC alternate defense commissioner. 

Although the commissioner may show only a 
sober, industrious mien around the long corridors 
in the Post Office Building, which houses the FCC, 
he has exhibited what is described as “a real 
talent” for storytelling. The tales center mainly 
around the mountaineers of his home state of 
West Virginia. He is also much interested in 
little-theatre work and has acted in many plays. 
Commissioner Ford lives in Alexandria, Va., in 
an 18th-century house which he has personally 
restored and renovated. 

Born in Bluefield, W. Va., in September of 
1909, Mr. Ford attended public schools in 
Charleston and Dunbar before matriculating to 
West Virginia U. His first wife, whom he married 
in 1933, died three years ago. He married the 
former May Margaret Mahoney of Blackstone, 
Mass., in the fall of 1959. He has a teen-age 
daughter, Mary Carter. 

In his role as a moderate on the commission, 
Mr. Ford will probably often be in a pivotal 
position on many important issues, but it is 
expected that he will be more with chairman 


Minow than against him. His term expires in 


1964. 
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hen John Storrs Cross was appointed an 
FCC commissioner in March of 1958 to 
fill the unexpired term of Richard A. Mack, he 
is reputed to have remarked, “I may not be very 
bright, but I’m clean.” This comment seems to 
sum up the gregarious, 55-year-old Alabaman: 
he’s unpolished but trenchant. 

Actually, commissioner Cross is also rather 
bright, as many startled witnesses before the FCC 
have discovered. But he is probably his own 
worst image-maker, and so has not always 
pleased makers of images. One intimate likes to 
tell of the time a Senate Commerce committee 
hearing was droning along while a copy of an 
English-language trade weekly seemed to be 
getting more attention than the witnesses. In it 
was a story charging that the commissioner had 
fallen asleep at his first Senate hearing. At this 
one (the commissioner’s second), while the story 
was being circulated and read, a sudden loud 
snore just about drowned out the testimony. It 
came, of course, from commissioner Cross. 

But he is always awake—and does not clown— 
at FCC hearings, where he is likely to bear down 
on a witness with penetrating questions. At the 
programming hearings Mr. Cross pressed each 
industry witness with questions about “murder 
and mayhem” on tv. And although he made it 
clear that he wasn’t satisfied with the answers, 
he has no leaning toward active FCC intervention 


in the programming field. Mr. Cross is some- 
where in the middle ground (along with com- 
missioner Ford) between those who favor 















stronger FCC control and those who favor a 
hands-off-programming policy. 

Although a relative newcomer to the FCC (and 
one who arrived at a most delicate juncture in 
its history), commissioner Cross has a_back- 
ground of nearly 25 years of electrical com- 
munications experience with the Government, 
covering both its international as well as its 
domestic aspects. As assistant chief of the 
Telecommunications Division of the Department 


A wakeful figure on middle ground 


of State since 1946, he had been involved in work 
which brought him into almost daily contact with 
the FCC. In that post he was responsible for 
preparing the formal U. S. positions that would 
be presented at various international communi- 
cations conferences, which in turn entailed co- 
ordinating the views of all the Government 
agencies and of private industry. 

‘In a way, commissioner Cross’s communica- 
tions experience goes back to the mid-’30s when 
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he became the Interior Department’s representa- 
tive on the Government’s Interdepartmental 
Radio Advisory Committee (which assigns fre- 
quencies for Government radio operations). He 
entered Government service in 1931 as a field 
engineer after a multi-faceted career in various 
private enterprises, and for two-and-one-half 
years he was engineer in charge of Hot Springs 
National Park. He transferred to Washington 
and later became assistant chief of engineering 
of the National Park Service, Department of the 
Interior. 

His naval duty (from 1942 through 1946) 
brought commissioner Cross into communica- 
tions, in his words, “with both feet.” As a line 
oficer in charge of building, maintaining and 
operating communication systems of world-wide 
scope, he was responsible for planning, providing 
and maintaining the operating facilities of a unit 
spread around the globe. His duties included 
choosing the sites, determining the kind of an- 
tennas and equipment, selecting the highly 
specialized personnel for radio teletype and 
cable. He was promoted from lieutenant com- 
mander to commander to captain. 

Before going into Government service Mr. 
Cross tried his hand at several spectacularly un- 
successful ventures. Graduating from Alabama 
Polytechnic Institute in 1923 with a B.S. degree 
in electrical engineering, he worked for a while 
for the Studebaker Corp. Market fever, a chance 
for an early success, caught his eye, and he then 
joined the Realty Trust Co. in Detroit, moving 
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later to the U. S. Mortgage Bond Co. in the same 
city. A small fortune, plus an expensive horse, 
disappeared with the market crash. 

After several engineering jobs Mr. Cross 
moved to Washington in 1930 to make a try 
at being a columnist. He had a string of southern 
newspapers for which he wrote a daily column, 
but his customers began to fall off, and his fee 
had to drop to only a few dollars per column. 
After about six months he gave it up. 

While in Washington commissioner Cross met 
and married (in 1932) the former Ruth Fuller 
of Eureka Springs, Ark. (daughter of former 
Representative Claude Fuller of that state). They 
have two sons, John Fuller and Claude Chris- 
topher, and they make their legal residence in 
Eureka Springs, where his wife has been running, 
summers only, a resort hotel. 

However, the Cross family also owns a home 
in Bethesda, Md., where the commissioner has 
managed to indulge one of his hobbies—auto- 
mobiles. At last count he owned a total of seven, 
one of which was a 1936 Ford. His sons run 
two of them, two remain year-round at Eureka 
Springs, while the others are at his Maryland 
home. 

A Democrat and a Presbyterian, Mr. Cross 
will come to the end of his term June 30 of next 
year. In that short time (which may be a crucial 
period for the commission) Mr. Cross will serve 
as a moderate, and perhaps exercise in some 
measure a moderating influence on the directions 
the FCC will take in the next several years. 
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Film Report 


LINES ON A BLACK CAT 
A globe-trotting photographer, who 


recently wintered down at the South 
Pole, came through town last week 
wearing a lot of whiskers and full of 
bizarre tales he picked up south of 
the equator. One story he started, 
which he said he’d confirmed in a 
pub-to-pub survey in Sydney, Au- 
stralia, can be properly retold here— 
and it’s timely in view of the recent 
trend to animated cartoons in prime 
time. 

And isn’t it worth retelling —a 
story of tough immigrants, lucky 
men, broken lives, big money, bad 
booze, great fun and characters like 
Felix the Cat and Charlie Chaplin. 
It’s the story of Pat Sullivan, an 
Australian gentleman who seems to 
have spent his brief life in candidacy 
for an action-adventure series. But 
there are also elements of New 
Yorker nostalgia. 

Pat Sullivan, an Irishman born 
O'Sullivan in Sydney in 1887, created 
the first animated cartoon, and cre- 
ated the cartoon character called 
Felix the Cat. Felix the Cat made Mr. 
Sullivan a rich man. According to 
the Sydney Morning Herald, when 
Pat Sullivan died in 1932 at the age 
of 45, he “was assessed as being the 
second highest earner of income from 
personal exertion in America.” 

The son of an Irish cabbie, Mr. 
Sullivan worked hard at odd jobs and 
eventually made his way to England, 
armed only with a clever way of 
wielding a drawing pen. After pound- 
ing Fleet Street for work, and after 
the death of Edward VII, thus putting 
the pall on cartoons for a while, the 
young man made his way to America 
as a groom. He was in fact an acci- 
dental stowaway—the result of an 
overdone bon-voyage party for a 
friend. 

Living near Greenwich Village, Mr. 
Sullivan fell in with a Frenchman 
named Roule, and together they pro- 
duced the first animated cartoon, 
Sammy Johnson, which was later 
released by the Edison Co. At the 


same time, he began an abortive 


career in boxing. 


Slowly, Pat Sullivan began to win 
through with his cartooning talent. 
He pioneered the first titles in anima- 
tion. One, for the old Metro Co., 
showed an elephant plowing into a 
children’s kindergarten, scattering 
children’s blocks, which formed the 
words: Metro Pictures Presents. 

In the meantime, Pat’s little studio 
over in Fort Lee, New Jersey, cradle 
of most cartooning, became a place 
of “instruction and delight.” Shortly 
before World War I, Mr. Sullivan 
paid passage for a buddy named 
Booty, who had come with him from 
Australia to England, and was now 
starving in London. Booty arrived, 
and the two men formed a comedy 
act that almost went on the vaudeville 
stage. Instead, Pat fell in love with a 
lovely Ziegfeld Follies girl, Marjorie 
Callaghan, and they were married. 

Not long after the honeymoon, ac- 
cording to one yellowed report, Pat’s 
wife spotted a scraggy black cat 
caught in a garbage can, and chal- 
lenged her spouse to draw it. She 
ran out and grabbed the beast, which, 
we are told, “spat and scratched” and 
eventually escaped, but not before 
Mr. Sullivan had inked it into a 
series of drawings which would be 
the “first of all of the geometrical 
figures of the screen.” 


This last quote (from the Sydney 
Herald) is not entirely accurate, since 
Mr. Sullivan had been creating car- 
toon characters for some years before 
his wife found Felix in the trash can. 
In 1914 Mr. Sullivan, then 27, began 
actively producing animated-cartoon 
films in his New Jersey studio, and 
had assembled a small staff by the 
time the war came to America. They 
produced by such cartoons as Kaiser 
Bill and a series that featured Charlie 
Chaplin as a cartoon character in 
such sequences as “At the Front,” 
“The Rookie” and “Back to the 
Front.” 

Perhaps this series brought Pat 
Sullivan into personal contact with 
Chaplin. Perhaps the two met after 
the war in Hollywood, for Mr. Sul- 
livan’s studios were so successful that 
he soon moved the major part of 
them to the west coast. In any case, 
the two men met about 1920 and 
began a close friendship that was mir- 
rored in Mr. Sullivan’s original con- 
ception of Felix the Cat. Few people 
watching the modern-day Felix go 
through his paces on tv would sus- 
pect that the original Felix was essen- 
tially a copy of Charlie Chaplin—a 
fact which has not been bruited about 
because of public sensitivity to the 
behavior of Chaplin in his later years. 

















Little guy in a world of calamity, Felix the Cat, seen here as he looked during 


the Jazz Age, incarnated many of the traits of Charlie Chaplin. In 1930, he 
debuted as a doll on RCA’s experimental tv station, WQXBS. 
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And yet it is true. The bag of 
tricks which today’s Felix uses can be 
traced to the key chain and walking 
stick. The first Felix epitomized the 
little guy who triumphs over life’s 
adversities by dint of brilliant strate- 
gy. unexpected physical strength or 
just plain good luck. “I have only 
one rival—Felix,” Chaplin said. 

This Felix made his first appear- 
ance in December 1920 as one of 
nine cats in a _ cartoon created 
by Mr. Sullivan called “Feline 
Frolics.” By March 1922 the other 
eight cats disappeared, and Felix, as 
he was now called, starred alone. 
There is some confusion on how he 
got his name. One report says it 
came from the Latin, Felix Catus. An- 
other says Pat named the cat after 
Peter Felix, also known as “Australia 
Felix,” the sparring partner of Jack 
Johnson in Sydney. 

The last report is more creditable 
than it might seem on the surface, 
since Mr. Sullivan had for a while 
boxed professionally (lightweight) at 
the old Madison Square Garden, 
much to the delight of his Village 
chums. He quit the ring after being 
knocked out of it by Bill “Jumbo” 
Chase, an American Negro. 

(Mr. Sullivan is said to have said 
that from then on he preferred “the 
other black-and-white art” — which 
may have been a good joke in those 
days. And Mr. Sullivan, while ink- 
ing in the first roughs for Felix, is 
said to have said, “I'll make his body 
solid black, just like old Peter’s.”) 

Felix the Cat became an overnight 
sensation and a favorite of America of 
the Roaring °20s. By 1923 Felix was 
so popular that the Sullivan Studios 
produced only Felix cartoons, com- 
pleting a 670-foot strip every 10 days. 
The same year, Mr. Sullivan began 
drawing Felix as a comic strip, which 
was quickly syndicated by King Fea- 
tures to 200 newspapers. 

Perhaps more exciting from the 
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BUILDING PROGRAMS: In October, 1960, ABC Radio made a major program change — introduced ‘Flair’ 
in the afternoon — gave ‘‘The Breakfast Club’’ a modern sound and put more freshness and vitality into its 
News programs. 

BUILDING LOCAL RATINGS: Immediate results showed in big and small markets alike with improved 
ratings — KMBC, Kansas City — share increase from 23.3% to 37.5%; WWIN, Baltimore — 12 times the audi- 
ence versus last year; KALB, Alexandria — led all rival stations 3 to 1 in all time periods; WNDU, South Bend — 
“Flair’’: Share 46.3% — double the preceding program and 120% higher than the next highest station — 
WMNI, Columbus — increased share from 12.0% to 26.0% with Flair and increased share from 6.0% to 
15.0% in Breakfast Club. 


BUILDING NATIONAL RATINGS: As the new programming caught on in market after market, the 
national Nielsen showed ABC Radio up in all program categories (Nielsen, February 1, vs. January 2). ‘‘Break- 
fast Club” +13%, “‘Flair’’ +40%, Weekend News +30%, Weekday News, +53%. 

BUILDING SALES: The end result — the one that means most to stations and advertisers — SALES FOR 
THE FIRST QUARTER — Breakfast Club up 11.2%; Weekday News up 11.0% Five Star Final up 23.3%. 


BUILD WITH THE NETWORK THAT IS BUILDING TOWARD THE MAGIC MARKET OF THE 
60's—ABC RADIO. 


>. 


May 1, 1961, Television Age 


65 













Advertising Directory of 


SELLING COMMERCIALS 














Frito Co. © Tracy-Locke Co. 





KEITZ & HERNDON, Dallas 





Jax Beer © Doherty, Clifford, Steers & Shenfield 


PELICAN FILMS, INC., New York 














General Foods, Inc. * Young & Rubicam 





LARS CALONIUS PRODUCTIONS, INC., New York 


§. C. Johnson © Needham, Louis & Brorby 





PARAPIC SERVICE CORPORATION, Hollywood 
















““Good ‘N Plenty’’ © Bauer & Tripp, Inc. 
2 






PELICAN FILMS, INC., New York 





Kelloggs Co. * Leo Burnett Co. 















Ideal Toy Corporation * Grey Advertising 


PECKHAM PRODUCTIONS INC., New York 











and / Fs 


KEITZ & HERNDON, Dallas 


cat’s point of view were the many 
free loads he had as a mascot to an 
age of screwball adventure and genu- 
ine daring. In 1927 Charles Lind- 
bergh carried a doll of Felix in “The 
Spirit of St. Louis” across the Atlan- 
tic to Paris. Felix also flew with 
Ruth Elder across the Atlantic, and 
he was mascot to the polo team of 
Edward, Prince of Wales—the Brit- 
ish were, if possible, even nuttier 
about the cartoon cat than were the 
Americans. In 1928 Sir Charles 
Kingsford Smith took Felix across 
the Pacific on his pioneer flight in 
the “Southern Cross.” Felix flew with 
Amelia Earhart. (When asked if he 
took a mascot with him, Yuri Gagarin 
replied scornfully that he did not 
trust in such trinkets. ) 

Among the great men who took 
note of the little cartoon cat were 
G. B. Shaw, who thundered: “If 
Michelangelo were now alive, I have 
not the slightest doubt that he would 
have his letterbox filled with pro- 
posals from the great film concerns 
to concentrate his powers on the 
delineation of Felix the Cat, instead 
of decorating the Sistine Chapel.” 
Aldous Huxley answered for Felix: 
“Felix is superb. As a mere word- 
monger and literary man, I envy 
him.” 

In 1930 Mr. Sullivan’s cat char- 
acter scored another first. He made 
a pioneer debut on television—as a 
doll on w2xps, RCA’s experimental 
station in New York. 

Mr. Sullivan was by this time a 
very rich man, but he lost none of 
the flavor of his own character. His 
judgment was always strong, but not 
always right. In 1928, for example, 
he was supposedly offered control of 
the entire Technicolor process, but he 
turned it down on the grounds that 
color and sound were not important 
to cartoons. 

He and his wife toured the world 
and were hailed and feted every- 
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YOU CAN QUOTE ME... 


“We choose the WLW Radio and TV Stations for advertising 
MY-T-FINE Puddings and SWEL Frosting Mix because the 
WLW call letters speak for themselves as a symbol of 

leadership in the broadcasting industry." 


Jeanette Le Brecht 
Vice President, Media 
Grant Advertising, Inc., 


New York I'LL SAY THIS... 


"Yes, the Crosley Stations offer the big 
three—programming, audience, promo- 
tion . . . which are all-important to an 
advertiser and an agency in wrapping up a 
SWEL time package with MY-T-FINEresults!”’ 


Merten Mhac Drm 2d 


Marion MacDonald 
Vice President, Creative 
Grant Advertising, Inc., 

New York 
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Miller High Life Beer * Mathisson & Assoc. 
e , 





CONSUL FILMS, INC., Hollywood 


Snow Crop * KHCC&A 





GRAY-O'REILLY STUDIOS, INC., New York 
















Old Gold Cigarettes * Lennen and Newell 
i al = 





Standard Oil Company ¢ BBDO 





AMERICAN TELEVISION ENTERPRISES, Hollywood 



















WCD, INC., New York 


State Farm Insurance * Needham, Louis & Brorby 





PANTOMIME PICTURES, INC., Ho!lywood 












Sara Lee Cakes © Cunningham & Walsh 
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i S 
RAY PATIN PRODUCTIONS, Hollywood 





Swan © Needham, Louis & Brorby 





GROUP PRODUCTIONS, INC., Detroit 


where, and nowhere more warmly 
than in Sydney. But the intense liv- 
ing of his early years was beginning 
to tell on the hard-driving Irish- 
Aussie. When the couple returned 
to New York, his health broke down 
completely, and his sight began to 
fail. His wife died in 1931—a loss 
from which Mr. Sullivan could not 
recover. Ten months later, shortly 
after signing the biggest agreement 
ever known up to then between a 
film company and a cartoonist, Pat 
Sullivan died. He was 45. 

Mr. Sullivan left incalculable assets 
scattered in countless banks around 
the country, and many of the accounts 
have never been traced. His studios 
remained in production until 1936, 
creating a total of 1,200 Felix car- 
toons, many of which were syndi- 
cated over the past decade by Official 
Films. 

The present wave of Felix cartoons, 
with sound and color, began appear- 
ing on tv in January 1960. This cat, 
which bears only a feline resemblance 
to the original Felix, is a product of 
Felix the Cat Productions, Inc.., 
whose president, Pat Sullivan, is a 
nephew of the first Pat. Felix the Cat 
Creations, Inc., a subsidiary, is the 
largest animation house in the east, 
and the largest cartoon producer 
under one roof in the nation. Other 
divisions are Animation Center and 
411 Sound Studios (acquired last 
month from RCA Victor). 


PAY TELEVISION 

A new pay-tv system, in some ways 
similar to Telemeter but, according 
to claims, much cheaper to operate, 
has been demonstrated in Los An- 
geles. President of the firm, titled 
Home Entertainment Co., is Martin 


Leeds, former vice president of 
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Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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SUMMER 
REPLACEMENT DYNAMITE 


“Taut, suspenseful drama ...a gain for local program- 
ming.”’ — Variety 


“A TV thriller... top-notch."” — New York Daily Mirror 


“One of the better new dramatic shows of the season... 
will have no trouble finding a wide audience.” 
— New York Herald Tribune 


They're all talking about EXCLUSIVE! —the show that went 
right to the top of its time period with a lion’s share of 
the audience on its first New York airing on WCBS-TV. (12.9 
Rating — 27% share — Nielsen, Sept., 1960.) 13 half- 
hours, based on exclusive stories uncovered by Bob Con- 
sidine .. . Quentin Reynolds ... Eddy Gilmore, featuring 
top talents such as Ralph Bellamy, Claude Dauphin, Faith 
Domergue. 


Now — 13 half-hours of perfect summertime fare — sto- 
ries of mystery, intrigue, comedy, courage. Get with it — 


get EXCLUSIVE! 
ABC FILMS, INC. 


1501 Broadway, New York, New York 
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Westinghouse Broadcasting Co. « Tv ID's 


DOLPHIN-ROSS, INC., New York 





Wildroot * Ted Bates 


RAY FAVATA PRODUCTIONS, INC., New York 





Windsor Salt J. Walter Thompson (Montreal) 


PAUL KIM & LEW GIFFORD, New York 





Wisk * BBDO 






MPO VIDEOTRONICS, INC., New York 
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Desilu, Inc., and a director of NTA, 
and H. W. Sargent, electronics engi- 
neer who developed the system. NTA 
has rights to manufacture and license 
the equipment. 

Mr. Leeds claimed that the original 
cost to the franchisee would be under 
$40 per subscriber, considerably less 
than that of other systems. The key 
piece of equipment, the master con- 
trol box, would require an investment 
of only $600, one-sixtieth that of 


| competing systems. Other advantages 
= “s D 


are a metering device installed out- 
side the home, so that the house need 
not be entered (bills can be collected 
by mail); the fact that no modifica- 
tion need be made on the tv set itself, 
and simultaneous and 
choice of two or more programs, 


continuing 


without infringement on any of the 
existing commercial channels. It was 
admitted, however, that the cost of 
stringing the 
$1,000 per mile, might still prove a 
major hurdle to the establishment of 


cable, an estimated 


the system. 


CORPORATION REPORTS 


Gross revenues and net income of 
MGM, Inc., in the quarter ended 
March 16 were the highest for any 
quarter since the company was sepa- 
Net in- 
come for the quarter was $4,507,000, 


rated from Loew’s in 1959. 


equal to $1.78 a share on the more 
than 2.5 million shares outstanding. 
For the 28 weeks ending March 16 
the net income was reported to be 
$6,684,000, equal to $2.65 a share. 
This compares with $1.47 a share for 
the corresponding period ending in 
1960. 1960 


Gross revenues in the 





period were $65,147,000, and $75,- 
778,000 this year. 

First-quarter sales at ITC of Can- 
ada, Ltd., a wholly owned subsidiary 
of Independent Television Corp., in- 
creased 62 per cent over the corre- 
sponding period in 1960. In the first 
quarter of this year the subsidiary 
made 45 station sales of 20 properties, 
for a total of 975 half-hour and 150 


hour programs. 


FOREIGN COURIER 


Taped Spanish language programs 
produced in Mexico are catching on 
fast in major western and south- 
western markets. Tele-programs de 
Mexico, principal Mexican program 
producer, began syndication of the 
shows last October, and has chalked 
up sales in a dozen cities in Cali- 
Arizona, New Mexico and 
Texas. The first station to use the 


half-hour series, KHJ-TV Los Angeles, 


fornia, 


has expanded them to one hour daily, 
stripping two programs, Guadalupe 
and Esta de Amor, back to back, 
rotating in a new series approxi- 
mately every 15 weeks. 

Modern Talking Pictures Service 
has opened an office in Toronto for 
distribution of prints to television 
stations, schools, etc., in Canada. The 
company also has foreign offices in 
Hawaii and Alaska. 

Peter M. Piech, of Producers Asso- 
and John H. 


Manson, of Magnum TV_ Interna- 


ciates of Television, 


national, S. A., have made an ar- 
rangement for Magnum to dub into 
Spanish and Portuguese the Rocky 
and His Friends tv cartoon series for 
distribution throughout South Amer- 


INVENTIVE 


Wilding tv 


CHICAGO DETROIT HOLLYWOOD 





"Fr aT as 8 


CHALLENGE 


“Wisdom is before him that hath understanding...” 


—Proverbs, xvii, 24. 


On the set for “Challenge”, KOMO-TV studio, Seattle: 


(|. to r.) Rabbi Raphael Levine, Dr. Martin Goslin, and Father William Treacy. 


The program is CHALLENGE. It brings 
together a Rabbi, a Minister, and a Priest. 
Each Sunday, 6-6:30 p.m., KOMO-TV 
presents these distinguished representa- 
tives of America’s major faiths, as they 
consider the problems and moral issues 
we are called upon to evaluate in our com- 
plex world. It is the purpose of this pro- 
gram to provide Western Washington 
families with added insight into some of 
the vital issues that form the real chal- 
lenge to our ways of life. 


The program’s subject-matter has in- 
cluded: 


Crime and Capital Punishment, Birth 
Control, Democracy vs. Communism, 
Teen-Age Marriage, Censorship, Men- 
tal Illness, Death and Immortality. 


We of KOMO-TYV are proud to have 
helped create this program, and we are 
proud of our viewers, whose response in- 
dicated they look forward to each Sun- 
day’s new “Challenge.” 


KOMO-TV CHANNEL 4 


Represented Nationally by the Katz Agency, Inc. 
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BY JERRY JEROME PRODUCTIONS, INC. 


MENNEN SKIN BRACER (WARWICK & LEGLER, INC.) 














JERRY JEROME 
PRODUCTIONS, INC. 








CARLING BLACK LABEL (L, F & S) BY PHIL DAVIS MUSICAL ENTERPRISES, INC. 
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PHIL DAVIS 
MUSICAL ENTERPRISES, INC. 








PEPSODENT (FOOTE, CONE & BELDING) BY SCOTT-TEXTOR PRODUCTIONS, INC. 
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SCOTT-TEXTOR 
PRODUCTIONS, INC. 








LUSTRE CREME SHAMPOO (LENNEN & NEWELL) BY CHUCK GOLDSTEIN PRODUCTIONS, INC. 
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CHUCK GOLDSTEIN 
PRODUCTIONS, INC. 
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ica. Fifty-two of the half-hours are 


color. Mr. Manson recently left 


Screen Gems to form Magnum. 


TAPE TALK... 


The uses to which tape can be put 
in supplementing film and technical 
journals in the science and military 
fields was demonstrated by the Tape 
Production Division of KtTTV Los 
Angeles at the eighth annual conven- 
tion of the National Society of Tech- 
nical Writers and Publishers in San 
Titled “A Question of 


Time,” the 20-minute tape made the 


Francisco. 
point that only taped information 
and demonstrations can keep up with 
the rapidly changing data in the 
space and electronics fields. Robert 
Fierman, sales manager of the divi- 
sion, headed the panel discussing the 
role of tape in communications. 
Others participating were Roy Neal 
of NBC-TV News; Bradey Kemp, 
General Film Labs, and Everet Baker, 
U. S. Naval Ordnance. Robert B. 
Steel, of Miles-Samuelson West, Inc., 
co-producers of the demonstration 
tape, moderated. 


PERSONNEL... 


Trans-Lux Television Corp. has ap- 
pointed Murray Oken eastern divi- 
sion manager. Mr. Oken will be 
handling the eastern territorial sales 
of the Trans-Lux cartoon sales, Felix 
the Cat; the John Cameron Swayze 
starrer, /t’s A Wonderful World; the 
American Civil War series: the En- 
cyclopedia Britannica Film Library, 
and the Trans-Lux package of post- 
. . Robert Weis- 


berg has joined Trans-Lux to head a 


48 feature films. . 


new television operation of the com- 


pany. 





RENTAL SOUND STAGE 
Completely soundproof. Fully equipped. 25 feet 
by 55 feet with 22 foot ceiling. Heavy-duty 
intake & exhaust blowers. 100% fireproof. 600 
amps !10v AC power. 220v 3-phase for cameras. 
Rental includes available set materials inctud- 
ing 100 running feet of wall flats, window flats 
and door flats. Sets, props, crews, and special 
equipment arranged for. 

NEW YORK STUDIOS, INC. 
354 West 45th Street, New York 36, N. Y. 











WORLD’S LARGEST 


STOCK FOOTAGE LIBRARY 


Columbia Pictures, Pathe News, 
and many others 
SHERMAN GRINBERG 
FILM LIBRARIES, INC. 
1438 N. Gower St., Hollywood 28, Calif., He, 41-7491 
245 W. S35th St., New York 19, N. Y. JU 46-8750 


















VIDEO 


TAPE 
is the shape of 


QUALITY 


TV commercials 


TODAY! 


now editing’s easier than ever... 
on SCOTCH’ BRAND Live-Action Video Tape 


Fast-moving technological advances, and the growth of creative 
talent trained to “think tape” is fast making video tape editing 
a matter of routine! 

These recent editing developments have made “SCOTCH” BRAND 
Video Tape a really versatile medium for your commercials: 
The use of multiple cameras for instantaneous, on-the-spot 
editing . .. New improved, time-saving direct-cutting and splic- 
ing methods . . . Gen-lock mixing of film and tape, live and tape, 
etc. ... and scene-by-scene, out-of-sequence shooting and editing 
such as the film producer has long wished for. 

Other editing techniques permit one camera to shoot the whole 
commercial, scene by scene, in any order. Perfection of each 
scene is achieved, including the product “beauty shots” that 
require critical lighting and camera work. The best takes of all 
scenes are electronically edited onto “A” and “B” rolls. Rolls 
““SCOTCH” is a registered trademark of 3M Company. © 1961, 3M Co. 


are then played back for mixing onto a final composite tape, 
with titles, wipes, and optical transitions interposed. This brings 
a new measure of control to the making of the commercial. 
Difficult product shots can be stored for later use. Scenes can 
be lifted to make different versions. Scenes can be shortened or 
lengthened, transposed or eliminated. 

Today’s advances in editing make even more attractive the other 
advantages of video tape. Playback is immediate, mistakes are 
remedied at once by retake. The picture is “live” in quality. 
Special effects are created electronically—no lab work or wait- 
ing. Next TV storyboard comes along, send it to your local tape 
house for an analysis and bid that will surprise you. Send for 
the new FREE brochure, “Techniques of Editing Video Tape.” 
Minnesota Mining and Manufacturing Company, Box 3500 
St. Paul 6, Minnesota. 


> 


«++ WHERE RESEARCH IS THE KEY TO TOMORROW 


Mienesora Miaine and Mianvracrunine <> 
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SALES CO. INC. 


CO. 5-0747-8 


HARDWARE FOR 





Television Motion Picture 


Theatrical 
SOLD AND RENTED 
Special Metal Props 


MADE -TO - ORDER 
. 24 HOUR SERVICE 


Write for new catalog 





Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 








S. 0. S. CINEMA SUPPLY CORP. 


New York Citv: 602 West 52nd Street. PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 


SALES « LEASING « SERVICE 

The world's largest source for film production 

equipment: Animation, Producing, Lighting, 

Processing, Recording, Projection, Etc. 

SEND FOR OUR HUGE CATALOG ON YOUR 
LETTERHEAD TO DEPT. N. 








CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 


Motion picture and television equipment 








. « « generators . . . film editing equip- 
ment . . . processing equipment. 
RENTALS — SALES — SERVICE 





LIGHTING 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 








Karl von Schallern has joined 
Peter M. Robeck & Co., Inc., as presi- 
dent in charge of midwestern opera- 
tions and sales. His first assignment 
will be sales and distribution of the 
Age of Kings series, as well as other 
properties recently acquired by the 
company. Mr. von Schallern was 
formerly midwest supervisor for 
Crosby /Brown Productions. 

MGM-TV has named Louis Gray 
director of production. He will co- 
ordinate all tv production activities 
on MGM’s five network series, The 
Asphalt Jungle, National Velvet, 
Cain’s 100, Father of the Bride and 
Dr. Kildare. David Victor will be 
associate producer on the Dr. Kildare 
hour-long series. Charles Russell has 
been named producer and Arthur H. 
Singer associate producer on the 
Cain’s 100 series, which will premiere 
in September. 


SALES ... 

NBC-TV’s new Saturday-night fea- 
ture-film package—full-length, uncut 
feature pictures from 20th Century- 
Fox, scheduled for 9 p.m.—have been 
sold to their first four sponsors: 
Union Carbide, R. J. Reynolds, Nox- 
ema and Leeming & Co. . . . Seven 
Arts sold “Films of the 
Fifties” package into a total of 70 


has its 


markets. 

MCA TV’s four full-hour ‘off-net- 
work programs, which were given 
into syndication for the first time last 
month, have now reached a total of 
31 sales to local markets with the 


| addition of 11 stations in the south 


and southwest. 
Susie, known as Private Secretary 





when it ran three seasons on CBS-TV, 
has added almost $4 million in do- 
mestic and foreign sales since 1956. 
The show is on its sixth time around 
in some markets, its 10th time in 
Chicago and its 13th time in Wash- 
ington, D. C. 

& Myers Co. 
bought part sponsorship of the com- 
ing Dr. Kildare series, out of MGM- 
TV. . . . MCA TV’s M-Squad has 
gone to 12 more stations, bringing 
the total to close to 40. . . . The Don 
Fedderson - produced Fred MacMur- 
ray starrer, My Three Sons, has been 
sold by MCA TV in Japan, with fur- 
ther sales 


Liggett Tobacco 


now in negotiation for 
Germany, South America, Mexico, 


Other 


foreign markets in which the pro- 


Central America and France. 


gram is now showing are Great 


Britain, Canada and Australia. 


PRODUCTION ... 

A new golfing series, featuring 
Arnold Palmer, is under preparation 
by Revue Productions. The hour-long 
program will Palmer 


matching shots against the world’s 


feature Mr. 


best golfers, with prizes going to the 
winners. 

Television Enterprises 
headed by former NTA 


Harold Goldman, has two series in 


Corp., 


executive 


preparation: Mahalia Jackson Sings 
will feature the gospel singer, as well 
as guest stars, and a choral group of 
25, and Sebastian, an hour adventure 
series. 


COMMERCIAL CUES... 
American Machine & Foundry Co., 
sponsor of the CBS-TV Tomorrow 

















Al Stahl’s animation comes alive 


SEND FOR 

AL STAHL'S FREE 

TV TIMETABLE- 

HANDY FILM COMPUTOR 


I ANIMATED PRODUCTIONS, inc 


1600 Broadway, New York 19, COlumbus 5-2942 








74 May 1, 1961, Television Age 










ico, 








DUNNAN.& JEFFREY 


cordially invite 











radio and television broadcasters 
attending the NAB Convention 
to their 
Hospitality Suite at the 
Statler Hilton 


DUNNAN & JEFFREY 


has a sweetheart of a surprise 


for you. 


DUNNAN & JEFFREY Incorporated 


730 Fifth Avenue, New York 19, N. Y. 
PLaza 7-9500 












May 1, 1961, Television Age 75 


A PROVEN 
PROMOTION 
and the Kids love ‘em! 


MODEL T 


A CARLOAD OF FUN 
Half-scale Bs 
version of 
the 1910 









RUNS AND HANDLES... 
LIKE THE OLD “TIN-LIZZIE™! 


68 inches long . . . sturdily built, with 
mechanical brakes, red wooden spoked 
wheels, brass colored headlamps. 
Speeds up to 15 miles per hour. Thrills 
for the whole family. 


’ me... POWER EQUIPMENT, INC. 
McDonough, Georgia, U. S. A. 


A real attention getter! 


Write for Free Brochure 
and Dealer Name 





The Best 


Informed 


Advertising 


Executives 
Read 


Television 
Age 
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show, is using its commercial story- 
boards to get more milage at the 
point of sale. Noting the effectiveness 
of storyboards in obtaining approval 
of clients, it was decided to see if 
the device could be adapted to win 
viewer approval of the product it- 
self. The result is a highly success- 
ful series of spiffy pamphlets with 
an expanded version of the story- 
board. A company spokesman said 
the format helps keep the company 
identified with the prestige tv show. 


Film Commercials 


AMERICAN FILM PRODUCERS 


Completed: Westinghouse Electric Corp. 
(washing machines, dishwashers, refrigera- 
tors), M-E. 


FILM FAIR 


Completed: Ralston Purina Co. (Ry-Krisp), 
GB&B; General Foods Corp. (Jell-O), 
Y&R; Bardahl Oil Co. (Bardahl), Miller, 
Mackay, Hoeck & Hartung; Kellogg Co. 
(Kellogg’s breakfast foods), Burnett; Cali- 
fornia Oil Co. (Chevron), Rippey, Hender- 
son; Frito Co. (Fritos), EWR&R; Chrysler 
Corp. (Chrysler cars), Burnett; Blitz-Wein- 
hard Co. (Blitz beer), Johnson & Lewis; 
Max Factor & Co. (lipsticks), Carson/ 
Roberts; GM Corp., Delco-Remy Div. (bat- 
teries) , C-E. 

In production: Western Oil & Fuel Co. 
(gasoline), J. W. Forney; Bank of America 
(Bankamericard) , Johnson & Lewis; Mattel, 
Inc. (toys), Carson/Roberts; Allstate In- 
surance Co. (insurance), Burnett; Camp- 
bell Soup Co. (beans & franks), NL&B; 
Best Foods Corp. (Skippy peanut butter), 
GB&B. 


KEITZ & HERNDON 


Completed: Campbell-Taggart Assoc. Bak- 
eries (Rainbo-Colonial bread), Bel-Art; 
Humble Oil Co. (Humble-Enco gas), M-E; 
Hart Bowling Alley (bowling), direct. 

In production: Patterson Bakeries (Holsum 
bread), Rogers & Smith; Frito Co. (Fritos) , 
Tracy Locke; Lone Star Gas Co. (Spring 
Range campaign, institutional), EWR&R; 
Carey Salt Co. (salt), Lowe Runkle; Austin 
National Bank (banking services), Winn- 
McLane; Enco Gasoline (gasoline), NL&B; 
First National Bank in Dallas (banking 
services), Tracy Locke. 


FRED NILES PRODUCTIONS 


Completed: GE, Hotpoint Div. (appliances) , 
Compton; Southwestern Bell Telephone Co. 
(services), Gardner; Leonard Refineries 
(Leonard gasoline), Aves, Shaw & Ring: 
Savannah Sugar Refining Corp. (Dixie 
Crystal sugar), Burton Wyatt; Coca-Cola 
Bottlers of Atlanta (Coca-Cola), McCann- 
Marschalk; Chemical Corp. of America 
(Freeseal & Waxfree), Jay Mitchell; GM, 
Frigidaire Div. (appliances), ditect; Up- 
john Pharmaceutical Co. (various), direct; 
Montgomery Ward (paint, appliances), 








direct; Sealtest Dealers of Chicago (ice 
cream), Henry Senne; International Shoe 
Co. (men’s shoes), Krupnick; Pet Milk Co. 
(Sego Pet Milk), Gardner; Procter & Gam- 
ble Co. (American Family detergent), 
Tatham-Laird. 

In production: International Milling Co. 
(Robin Hood flour), Wade; Hoffman Estates 
(realty development), Powell, Schoenbrod 
& Hall; General Electric Co. (refrigera- 
tors), direct; Neuhoff Packing Co. (meat 
products), Wade; GM, Frigidaire Div. (ap- 
pliances), D-F-S; Milwaukee Gas Co. (gas 
applications), Kramer-Crasselt; H. Fend- 
rich, Inc. (Fendrich Cigars), Noble-Dury; 
Western Oil Co. (DS & Mileage brands), 
J. W. Forney. 


PANTOMIME PICTURES 


Completed: Skelly Oil Co. (gasoline), B. B. 
Brewer; Los Angeles Times (circulation), 
D&C; S. C. Johnson & Son (Stride wax), 
NL&B; Plumbing Industry (public relations 
for plumbers), David Olen; State Farm In- 
surance Co. (auto insurance), NL&B; Pills- 
bury Co., Ballard Flour Div. (flour) , Camp- 
bell-Mithun; M. J. B. Co. (rice), BBDO. 
In production: Home Oil Co. (gasoline), 
Cockfield, Brown; State Farm Insurance Co. 
(auto insurance), NL&B; Pantomime Pic- 
tures (Lance Crossfire series), direct. 


RAY PATIN PRODUCTIONS 


Completed: Hospital Trust (banking serv- 
ices), Creamer, Trowbridge & Case; Na- 
tional Sugar Refining Co. (Godchaux 
sugar) , Fitzgerald. 

In production: Consolidated Food Corp. 
(Sara Lee cakes), C&W; General Foods 


(Jell-O), Y&R. 


PINTOFF PRODUCTIONS 


Completed: General Electric (vacuum clean- 
ers), Y&R; Nestle Co. (Zip, Nestle’s choco- 
late), M-E; Standard Oil Co. (Esso), M-E; 
U.S. Steel Corp. (steel), BBDO; Texas Co. 
(Texaco), C&W; Minute Maid Corp. 
(orange juice), Ted Bates; Kemper Insur- 
ance Co. (insurance), C. E. Frank; Reynolds 
Metal Co. (aluminum), L&N; S. C. Johnson 
& Son (wax), B&B; American Tobacco Co. 
(Lucky Strikes), BBDO; American Gas Co. 
(gas), L&N; Burry Biscuit Corp. (Scooter 
pies), Weightman; National Guard (pro- 
motionals), FRC&H; Procter & Gamble 
(Charmin), B&B; Stahl-Meyer, Inc. (Ferris 
bacon), Hicks & Greist. 

In production: Proctor-Silex Corp. (Proctor- 
Silex), Weiss & Geller; Procter & Gamble 
(Lil Abner contest), D-F-S; Paper Mate 
Co. (Papermate pens), FC&B; Charles 
Pfizer Co. (Beam), Ted Gotthelf; Carrier 
International, Ltd. (Carrier), Robert Otto; 
Ford Motor Co. (Ford cars), JWT; Welch 
Grape Juice Co. (Welch’s), R. K. Manoff; 
Standard Oil, Ind., Div. American Oil Co. 
(Amoco, Utoco), D’Arcy; Armour & Co. 
(Armour food), Y&R; Miles Laboratories 
Inc. (Alka-Seltzer, Tabcin), Robert Otto; 
U. S. Air Force (institutional), MacManus, 


John & Adams. 


S. J. STIBER PRODUCTIONS 


Completed: Heublein, Inc. (Maypo), 
FRC&H; Advertising Council (Tri-Faith 
Appeal), FRC&H; U.S. Army (recruiting), 
D-F-S; U. S. Rubber Co. (Winter Ride 
tires), FRC&H; Procter & Gamble Co. 
(Crest test), B&B. 

In production: Lever Bros. Co. (Pepsodent 
toothpaste & toothbrush), FC&B; Clairol, 
Inc. (Silk and Silver), FC&B. 
















What’s the difference between the 
farmers’ TV choices and yours? We 
asked them. The answer: very little. 


We found that Dayton-area* rural 
families look to TV for information, 
entertainment, and relaxation. They 
like educational and informative 
programs, music, drama, westerns. 
They are interested in factual news 
and up-to-date weather reports. 


“goes to the farmer’ 


and the farmers speak for themselves 


They are especially interested in agri- 
cultural market reports. They would 
like to see improved children’s and 
family-type programs in the early 
evening hours, a greater attention to 
constructive daytime programming 
for farm housewives, and more farm 
programs rooted in fact. 


In answer to our question, “How 
do you think TV can best serve its 


*Dayton area Farm Population—327,700; '59 Income Gross $509,797,000 (SR&D figures) 





rural audience ?”—one of our replies 
stated, “This is your problem.” 


We agree. It is our “problem.” And 
by using the hundreds of construc- 
tive criticisms received from this, 
and other surveys, we hope to pre- 
sent the kind of balanced program- 
ming that will please most of the 
people, most of the time in OHIO’S 
THIRD LARGEST MARKET. 





Ask George P. Hollingbery for details about 
Dayton’s High, Wide, and Wholesome station. 


Associated with 
WSB, WSB-TV, Atlanta, Georgia, and 
WSOC, WSOC-TV, Charlotte, North Carolina 
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for locally produced 
“Expedition! St. Louis’ 
programs, from 

Alfred Beckman, 
Vice-President ABC-TV. 
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n important consideration to a 
A timebuyer planning a schedule on 
a station is the program(s) in or 
around which his spots will run. Dur- 
ing most of the broadcast day the 
buyer is confronted with network 
shows; late at night, however, he gen- 
erally has a choice of local breaks in 
Jack Paar’s NBC-TV stanza or feature 
films. 

Discussing its upcoming move into 
the late-night picture, the Westing- 
house Broadcasting Co. highlighted 
the heretofore overlooked fact that its 
new 90-minute PM-East-W est program 
is not so much designed to counteract 
Paar as it is to plug a rapidly growing 
hole. “We’ve run through several 
decades of Hollywood film production 
already,” said a WBC station man, 
“and the post-’48s are moving quickly. 
Look at recent levels of feature pro- 
duction, and the blockbuster type of 
pictures that are being made, and 
you'll see why the industry is going to 
face a real product shortage perhaps 
sooner than it realizes.” 

While some programming people 
have expressed objections to the new 
show’s format, stating that it’s too 
similar to the short-lived America 
After Dark with which NBC preceded 
Paar, others are hoping the “people in 
Dubuque have become more sophisti- 
cated in the past four years, so they're 


TELEVISION AGE 


May 1, 1961 


a review of 
current activity 
in national 
spot tv 


now interested in what goes on in 
New York and San Francisco night 
clubs.” WBC Productions, incidental- 
ly, feels its show will differ from the 
America effort primarily through the 
mobility it will achieve via film and 
tape segments. Whatever its longevity, 
PM-East-West could be important as 
the initial attempt to provide local 
stations with something besides mo- 
tion pictures for late-night participa- 
tion selling. 


* a ab 


A trend of advertisers into the 
1] p.m.-and-after periods during the 


summer was observed recently by 





Recently raised from media super- 
visor to associate media 
Frank J. Mahon oversees the Ballan- 
tine brewing account at William Esty 
Co., New York. 


director, 


REPORT 


James F. O'Grady, executive vice 
president of Young-Tv. The reason 
and one verified by a TvB-Nielsen 
study—is a stability of audience dur- 
ing the late hours. While the over-all 
tv full-week accumulated audience is 
off a slight 3.4 per cent in the summer 
months, said TvB, “within the limits 
of statistical error, there is no summer 
slump in late-night viewing.” 

Among other current “trends” re- 
ported by the Young-Tv executive is a 
disregard of ID’s on the part of every- 
one but advertisers of gasoline/oil, 
coffee, cigarettes and beer. The group 
of advertisers using ID’s, he said, 
generally wants them only in prime- 
time slots. 

Current and upcoming spot campaigns 
from advertisers and agencies across 


the country include the following: 


AMERICAN CYANAMID CO. 
(Cunningham & Walsh, Inc., N.Y.) 
Awaiting finalization of plans, this firm’s 
weed-control products were preparing a 
spring campaign that should get under way 
this month in about the same group of 
markets used last year, Then, some 14 areas 
got nighttime minutes and 20’s for eight 
weeks. Frank Vernon is the timebuyer. 


ARMSTRONG RUBBER CO. 
(Lennen & Newell, Inc., N.Y.) 


As it customarily does just before the start 
of peak summer-driving time, ARMSTRONG 


(Continued on page 82) 
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“Charlotte's WSOC-TV... 
quality performance, agency confidence’ 
—Abhott S. Davis, Fitzgerald 


“Consumers have confidence 
in the quality and 
performance of our client's 
products, Wesson Oil and 
Snowdrift. Happily, we have 
found these same fine 
attributes in WSOC-TV as 

a media buy in the 
Charlotte market.” 


ABBOTT S. DAVIS 
Broadcast Media Director, 
Fitzgerald Advertising 
Agency—New Orleans 


When you place a schedule on WSOC-TV, you, too, can be confident 

that your effort will be backed by station performance of a quality W . = 
that builds acceptance and sales for your product. Here in America’s 

19th largest tv market viewers depend on WSOC-TV for the best of NBC I 


and ABC, the top local and regional programming of this area. Get 
more value, more support for your advertising dollar. Get on WSOC-TV. CHARLOTTE S—NBC and ABC. Represented by H-R 


WSOC and WSOC-TV are associated with WSS and WSB-TV, Atianta, WHIO and WHIO-TV, Dayton 
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The Buyer Talks About .. . 
THOSE 40-SECOND BREAKS 


All right, let ABC-TV ask why there wasn’t an immediate reaction 
against its announced plan of opening up 40 seconds, rather than the 
present 30, between nighttime half-hours. Maybe it took some of the less 
impetuous heads in the agency/advertiser world a few weeks to recover 
from the shock and prepare their research for a counterattack. 


But, if anybody had asked this buyer, one angry voice would have 
been heard at once, loudly opposed to ABC’s action and any similar 
moves by the other networks. 


Why? 


Simply because the only ones who stand to lose by the changes— 
right now—are the clients. The networks might come out ahead by hold- 
ing on to some affiliates; the stations might gain a few dollars more 
than they're now getting because they'll have an extra 20 seconds to 
sell in each hour—but this gain is likely to be a temporary one for a 
number of reasons. 


First, there’s the question of overcommercialization—a long word that 
means too much advertising. But, we’re reminded, an extra 10 seconds 
per break doesn’t mean a third commercial will run in the time (in addi- 
tion to the 20 and ID already there). It simply means the station will 
sell two 20's. (You just bet it will, boys and girls!) Any reasonably 
bright buyer can now point out triple-spotting on a number of stations 
that have 30 seconds in which to operate. It’s the nature of the animal 
that if more time is opened for advertising messages, a part of the indus- 
try will try to make the most of the opportunity. 


Then there’s the matter of ID’s, Most 10-second spots are bought in 
prime time, and a lot of advertisers have found they can do an effective 
job at reduced cost by using them. Lengthening the breaks will probably 
mean the death of ID’s—uniess a station wants to triple-spot. If the ID’s 
go, some advertisers are going to be unhappy; if they stay, the trio of 
commercials in the period is going to make someone unhappy. Either 
way, it doesn’t work out to an advertiser gain. 


Some other points: the opening up of choice prime-time 20’s won't 
mean more advertising revenue to the station from a current advertiser. 
Everybody works on a budget, and few clients will add to it simply 
because a good availability appears; they'll tell you to cancel the lowest- 
rated spot and shift the money to the better one. And, if you've recom- 
mended ID’s or minutes at the beginning of a campaign, you can’t throw 
two ID’s together, or chop a minute off, to fill 20 seconds. 


Basically, however, the question is one of how much advertising will 
the viewer take—and register. Yes, 10 seconds doesn’t sound like much, 
but when you count up the separate impressions of participating adver- 
tisers, hitch-hikes, cross-plugs and local advertisers, and add in the credits 
and next week’s trailer, it’s obvious that less and less entertainment is 
being offered per half-hour. Viewers will resent it and tune out. (Studies 
of dropping audiences have already begun appearing.) And, in the end, 
stations will lose because advertisers will lose confidence. 


Many buyers are in a position to make recommendations to the client, 
and it’s sometimes difficult to recommend using a medium about which 
you yourself have doubts. There’s no doubt tv can do a lot for an adver- 
tiser, but this buyer fervently wishes that the networks—in their war for 
affiliates—would stop spoiling the spot picture. 
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MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 





MUNCIE 


Cross-section of the nation 





MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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VIVIAN RILEY, assistant buyer re- 
cently transferred from the Cleveland 
office of BBDO to the New York base, 
has been placed on the E. I. duPont 
De Nemours & Co. (automotive) 
and Pan American Coffee Bureau 
accounts. 

JOHN CURRAN has been raised from 
broadcast buyer to broadcast super- 
visor at M-E, New York. He oversees 
the buying on Liggett & Myers, Dona- 
hue Sales, Magnavox, McGregor- 
Doniger, Inc., the National Broad- 
casting Co. and Owens-Corning Fiber- 
glass. Mr. Curran took over the broad- 
cast duties of JOHN MORENA, media 
account supervisor at M-E. 

WILLIAM GUION and IVAN ROSEN- 
STRACH have been added to the 
assistant-buyer ranks at BBDO, New 
York, on the Lever Bros. account. 
Mr. Guion was promoted from re- 
search at BBDO; Mr. Rosenstrach 
was a researcher for NBC. 

BUD KEANE has been promoted from 
buyer to media group supervisor at 
BBDO, New York. He _ oversees 
the buying of E. I. du Pont de 
Nemours & Co. (household) , Electro- 
lux Corp., Schaefer Brewing Co. and 
Thomas Nelson & Sons. 

AVES BUTENSKY, ROY TERZI, BUD 
SAWYER, LEW CAPOZZOLI and IRA 
WEINBLATT have been named media 
supervisors at Dancer - Fitzgerald - 
Sample, New York. 


Personals 


FRED HAWKINS, formerly a buyer at 
D-F-S, New York, has joined L. W. 
Frohlich & Co. as a media supervisor 
on Helena Rubinstein and other ac- 
counts. He replaced MANUS STERN- 
SCHEIN, who moved to Warwick & 
Legler. 

PETER MCLEAN, formerly with D-F-S, 
New York, has moved to Doherty, 
Clifford, Steers & Shenfield as an 





MR. MCLEAN 


assistant buyer on Chunky, Cutex, 
Wiedemann and others. He replaces 
CHUCK DIGNEY (Personals, Feb. 20). 

WALTER ADLER and CHUCK DOWNING 
have been promoted from estimators 
to buyers at D-F-S, New York. Mr. 
Adler is working on the Procter & 
Gamble account. 









HELEN BURGERT, once estimator at 
M-E, New York, has been named 
buyer on Liggett & Myers, Owens- 





MISS BURGERT 


Corning Fiberglass and others. Prior 
to M-E she was associated with Cun- 
ningham & Walsh, Dancer-Fitzgerald- 
Sample, and the Meeker Co. 

MARCIA MacNEIL, broadcast esti- 
mator at McCann-Erickson, New 
York, has been promoted to buyer on 
the Coca-Cola Co. and Simmons. 
DOROTHY KUPPER assumed Miss Mac- 
Neil’s duties on Dorothy Gray and 
Avis. 

FRANCIS McCARTHY, formerly Col- 
gate spot coordinator at Ted Bates 
& Co., Inc., was made assistant 
timebuyer on the American Chicle 
Co. account. 
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tires will move into a great many major 
national markets at the middle of the month 
with about 13 weeks of filmed minutes and 
20’s. Evening and week-end daytime periods 
are used to reach primarily a male audience. 
Marion Jones is the buying contact. 


ASSOCIATED PRODUCTS, 
INC. 5-Day Laboratories 


(Doyle Dane Bernbach, Inc., N.Y.) 


While plans were not yet firmed up at press 
time, 5-DAY deodorant should break early 


TvAR...a new breed of 
reps. Small list of big 
stations. Big staff of 
Spot Specialists. Deep 
Research. Videotape 


REP 


Service. A new right 
arm for agencies... 


TELEVISION ADVERTISING REPRESENTATIVES, INC. 


next month with a campaign similar to the 
one it used last year when about 40 markets 


got 13 weeks of night minutes and 20’s in 
varying frequencies. Nate Rind is the 
timebuyer. 


(Continued on page 84) 
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Profile 


hat is the job of the media 
man in the small branch office 
gigantic New York - based 

Does he wait for instruc- 
tions from headquarters before mak- 


of a 


agency ? 


ing a move, or does he merely pass 


on client requests for information to 
the home office? 

According to Raymond L. Hunter 
Jr., media director in the Pittsburgh 
office of Batten, Barton, Durstine & 
Osborn, Inc., “my duties aren’t like 
that at all. As does any agency of- 
fice, this one makes recommendations, 
buys for and services its television 
and radio accounts. Some of these 
are local— such as the Duquesne 
Light Co. and Dodge Dealers: others 
are regional — B. F. Goodrich and 
Pepsi-Cola, for instance-—and others, 
such as U. S. Steel Corp., are na- 
tional. While our media plans are 
reviewed by New York, we naturally 
are in a better position to know the 
local marketing position and prob- 
lems of Pittsburgh clients.” 





Believing that “you have to know 
marketing before you can know 
media,” the five-year media veteran 
has participated in various “crea- 
tive” tv purchases and has plans for 
others. One such is a 20-minute news- 
cast currently sponsored by the local 
electric utility, Duquesne Light Co., 
nightly on WTAE. The odd-length 20- 
minute show has been moving up in 
the ratings much faster than did a 
previous 15-minute format. 

More “unorthodox” is an idea of 
Mr. Hunter to use spot tv for the 





promotion of local warehouses for 
U. S. Steel. “The company has ware- 
houses in seven markets,” he says, 
“where anybody—from a local ma- 
chine-shop operator to a builder— 
can get quick delivery on all kinds of 
steel. We want to make the public 
aware of these places and have been 
using outdoor and radio for excellent 
results. I think tv spot could do a 
good job, and plan to test it soon.” 
S. Steel 


schedules running in selected areas 


He currently has some U. 


for pre-fab homes of steel construc- 
tion. (“A problem when you're buy- 
ing for such huge concerns,” he says, 
“is convincing salesmen that you 
have a budget to work on the same as 
anyone else. Many people can’t un- 
derstand that large corporations don’t 
have an unlimited supply of funds.”) 

A resident of Mt. Lebanon, a Pitts- 
burgh suburb, with his wife and two 
children, Mr. Hunter—with an eye 
on tv’s effect on his youngsters—feels 
that in the programming area “tele- 
vision has not yet accepted its full 
responsibilities.” 





WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 






















Sales begin long 
before sales are 
made, and WRGB 
is there at 
the outset in the 
homes (5 and on 
the minds of the 


people ERA who 


can translate your 








een 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WwWRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY © SCHENECTADY © TROY 
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MORNING STRETCH 
weekdays 9:45-10am 


the execise show with. .. 


1 Proven Adult Audience Buying Power! 
2 Loyal Daily Audience 

3 Personality Endorsement 

4 Attractive Price... Ask BRANHAM 
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More people 
will see 


‘The American Civil War’ on 


1961. 


HERE’S HOW TO GET YOUR 
SHARE OF THIS AUDIENCE... 


Send for the handsome KIT (includes 















Than 
there were 
in the entire USA in 


1s61! 


a complete sponsor list, promotional tie-ins 


Spot (Continued from page 82) 
BEST FOODS Div. Corn 
Products Co. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

At press time, a multi-market buy was just 
getting under way on HELLM ANN’S 
mayonnaise and another was being set to 
start at issue date for NUCOA. The 
mayonnaise schedule of minutes and 20’s 
was for two weeks only, but the margarine 
placements will run seven-eight weeks in 
about 30 markets. Bob Hardy bought for 
Hellmann’s; Bob Fenimore is on Nucoa. 


BEST FOODS Div. Corn 
Products Co. 
(Lennen & Newell, Inc., N.Y.) 


Noted here last issue as setting schedules 


| for NIAGARA starch, this company also 


had plans to hit a large number of top 
national markets at issue date with four 
weeks of filmed minutes for MAZOLA 


cooking oil. Jim Alexander is the timebuyer. 


BISSELL, INC. 

(Clinton E. Frank, Inc., Chicago) 
This maker of rug cleaners, SHAMPOO 
MASTER and other household items 
reportedly will run a brief spring spot drive 
in a few selected markets, with filmed 
minutes and 20’s starting next week. 


| Camille Muscarella is the timebuyer. 


CARTER PRODUCTS, INC. 
(SSC&B, New York) 
ARRID deodorant, heavying up the 


| schedules noted here March 20, added 









and case histories). Audition prints available for immediate screenings. 


Wels AMIS CAIN 
CHYINL WAIR, 


Thirteen (13) half-hour Sylvania Award programs. 
Produced by the Westinghouse yg agen Company 


Distributed 


TRANS-LUX TELEVISION CORP. 
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minutes at the end of last month in about 
10 markets. The new placements will run 
through the summer, overlapping with some 
of the schedules set earlier. Mike 
Cambridge is the timebuyer. 


CITIES SERVICE CO. 

(Lennen & Newell, Inc., N.Y.) 

Having recently changed agencies, this 
oil-gasoline firm is returning to large-scale 
spot after an absence of a few years. Late in 
April it kicked off the first of two flights of 
eight-12 weeks of minutes and 20’s in 24 
markets across the country. The second 
push is slated for fall, to begin around 
Sept. 18. Aimed at spring-summer drivers, 
the commercials are concentrated in evening 
and late-night periods, with the copy 
featuring a “Big Gallon for Big Power” 
theme. Marion Jones is the buying contact. 


CRISP PRODUCTS, INC. 


(Wermen & Schorr, Inc., 
Philadelphia) 

First reported here last Sept. 19, MIMI 
fabric conditioner is currently moving out of 
its initial test markets and into introductory 
campaigns in some 17 eastern markets. The 
aerosol spray restores washed-out crispness 
to fabrics. Saturation-weight placements of 
mostly daytime minutes are used, with 
announcer Tony Marvin featured in the 
films. Schedules are set on a market-by- 
market basis as distribution expands. 

Liz Vosberg is the timebuyer. 


EX-LAX, INC. 

(Warwick & Legler, Inc., N.Y.) 

As might be expected after a continuing 
policy “of steady renewals, EX-LAX should 
be picking up its schedules again early this 
month for another eight-13 weeks of day and 
night minutes and ID’s in about the same 
50-or-so markets it’s been using. A brief 
hiatus will probably follow before the late- 
summer settings. Jim Kearns is the 
timebuyer. 


GENERAL FOODS CORP.., 
Perkins Div. 

(Foote, Cone & Belding, Inc., 
Chicago) 

In addition to the KOOL-AID schedules 


noted here March 13, a national introduction 
this summer is planned for the firm’s new 


frozen-ice confection, KOOL-POPS. 








Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 
WPEN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
Plaza 5-4262 
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what qualities... 


do you look for 
in hiring salesmen? 
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A wise man once said “What you are shouts so 
loud that I can’t hear what you’re saying”. There’s 
a moral there for buyers of time. Screaming, 
shouting, sensational formats may be popular in 
some places, but Iowans prefer our style. Proof: 
our news and sports ratings have led all the rest 
for years and years. 


Choose your station just as carefully as you hire 
your own salesmen — on the basis of integrity, 
stability and responsibility. In Des Moines KRNT 
and KRNT-TV have these qualities. It’s no wonder 
Iowans believe in and depend on the KRNT 
Stations: 


People have been dialing KRNT Radio for reliable news and 
sports information for 26 years. Highest ratings for years. 
ARB and Nielsen prove our television news and sports are 
also the “preferred ones”. Always top rated. 

@ The community knows locally-produced religious and civic- 
minded shows appear regularly in our schedules. 

Local radio advertisers have given us by far the biggest share 
of business in a six-station market. 

®@ Local television advertisers have given us 80% of the local 
business in a three-station market. 


Check our ratings with the Katz Man. 
He can help you hire our salesmen, too. 


KRNT 


Radio and TV — Des Moines 


An Operation of Cowles Magazines and Broadcasting, Inc. 
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Minutes, probably in and around kid shows, 
will be the primary carrier. Markets were 
not yet determined at press time. Dorothy 
Fromherz is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N.Y.) 


While it tested tv as a medium for the 
product last year over a 39-week period, 

LA FRANCE blueing makes its first 
full-scale spot effort at issue date, using five 
weeks of mostly daytime minutes in just 
over a dozen markets. Ann Jacknowitz is the 
timebuyer. 


GENERAL MILLS, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 





Activity was perking at press time on both 
RED BAND flour and various cereals from 
this company, with the flour schedules 
getting under way at mid-month to wind up 
about the middle of May and the cereals 
setting placements of minutes, 20’s and ID’s 
to run 26-52 weeks. Large groups of national 
markets are used. Ray Blomster handled the 
Red Band purchase; John LaCroix handled 
the longer placements. 


HOOD CHEMICAL CO. 
(W. B. Doner & Co., Philadelphia) 


For its starches, detergents and other 
household-cleaning products, this firm has 
just kicked off a spring campaign in 
Philadelphia, Pittsburgh and major Florida 
markets. Day and night filmed minutes, 20's 
and ID’s are used. Media director Michael 


RESERVATION SUGGESTED 


Awards Luncheon 


THE 2nd AMERICAN TV 
COMMERCIALS FESTIVAL 


GRAND BALLROOM, HOTEL ROOSEVELT 
NEW YORK CITY, THURSDAY, MAY 4th, 1961 


Presentation of Awards and Screening of top film and videotape selections 


from 35 Product Classifications by the TV Commercials Council of eighty 


eminent advertising executives. 


SPECIAL SCREENINGS OF WINNERS & WORKSHOPS scheduled 
for TORONTO—May 11, CHICAGO—May 16, MINNEAPOLIS— 
May 18, LOS ANGELES—May 23, WASHINGTON, D. C.—May 29, 


and other U. S. and Canadian cities throughout the year. 


Ad Clubs, Agencies, Advertisers, Production Companies and others wishing 


to book the Winners, or the Top 150, or any of the 35 Product Category 


reels and/or to arrange special workshops and seminars . . 












THE AMERICAN 
TV COMMERCIALS 
FESTIVAL 
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. contact 


THE AMERICAN TV 


COMMERCIALS FESTIVAL 








Wallace A. Ross, Direcior 


40 East 49th Street 
New York 17, N. Y. 
ELdorado 5-5877 


RESERVATION FOR MAY 4TH AWARDS LUNCHEON SUGGESTED | 


Fabian and timebuyer Elaine Goldberg are 
the contacts. 


INTERNATIONAL MILLING 


(Wade Adv., Inc., Chicago) 


The three-week campaign on ROBIN HOOD 
flour noted here March 20 as taking place in 
a large group of eastern and midwestern 
areas reportedly will be repeated next week. 
Daytime minutes and 20’s in Wednesday- 
Thursday-Friday slots run in strong 
frequencies. Nancy Swiet is the timebuyer. 


JACKSON BREWING CO. 
(DCS&S, New York) 

Replacing Manhunt and Two Faces West in 
18 southern and midwestern markets, JAX 
beer will go this fall with Ziv-UA’s new 
King of Diamonds series. The Brod 
Crawford half-hour show premieres in 
September/October in Amarillo, Alexandria, 
Austin, Baton Rouge, Beaumont, Corpus 
Christi, Dallas, Jackson, Houston, Midland, 
Mobile, Monroe, New Orleans, Oklahoma 
City, San Antonio, Shreveport, Tulsa and 
Wichita Falls. For the summer, the brewer 
was noted adding prime-time ID’s in a few 
of its usual markets. Dick Olsen is the 
timebuyer. 


THOMAS J. LIPTON, INC. 
(SSC&B, New York) 

Hot weather ahead, and LIPTON starts its 
iced-tea promotions early this month in 
upwards of 25 markets throughout the 
country. Filmed minutes in day and 
late-night slots will run about 13 weeks in a 
couple of flights. Bob Anderson is the 
timebuyer. 


LEVER BROS. CO. 

(SSC&B, New York) 

Coming in with a quick spring drive, 
RINSO reportedly kicks off strong 
frequencies of ID’s next week in about a 
dozen top markets. The schedules will run 
through the month. Don Ross is the 
timebuyer. 


LEVER BROS. CO. 
(J. Walter Thompson Co., Inc., N.Y.) 


With the AIRWICK account shifting 
officially at issue date to J WT from Foote, 
Cone & Belding, the former agency 





Agency Adds 


Sanford Levy, Dudley Whittelsey 
and Jack Fenimore were added to 
the commercial broadcast production 
department at Ted Bates & Co., Inc., 
as producers. 

John DeBenham, formerly with 
Doherty, Clifford, Steers & Shenfield, 
Inc., moved to Street & Finney, Inc., 
as assistant vice president in charge 
of tv production. 

Anthony Azzato was named a vice 
president of Swan & Mason Adver- 
tising, Inc. He has an extensive back- 
ground in broadcasting, having spent 
five years with National Telefilm 
Associates, Inc., and previously hav- 
ing served wp1x New York and Sound 
Masters. 
































Bulova Watch Co. ended a six-year 
stay at McCann-Erickson, Inc., with 
the announcement that it goes to 
Sullivan, Stauffer, Colwell & Bayles, 
Inc., on July 1. SSC&B, which has 
been handling Bulova radios and 
phonographs, will gain about $4 
million in billings. 

Philip Morris, Inc., named Leo 
Burnett Co., Inc., as its new agency 
on Alpine cigarettes, billing an esti- 
mated $3.5 million, and placed Ben- 
son & Hedges at Benton & Bowles, 
Inc. Both accounts were previously 
at Doyle Dane Bernbach. 

Tidy House division of the Pills- 
bury Co. moves june 1 from Guild, 
Bascom & Bonfigli to McCann- 
Marschalk Co., Inc. The firm, bill- 
ing more than $144 million, is a 
major regional producer of house- 
hold-cleaning products. 

Argus division of Sylvania Electric 
Products, Inc., consolidated its ac- 
count at Kudner Agency, Inc., taking 
about $1 million in billings from 
Young & Rubicam, Inc., which had 





Account 





Activity 


worked on Argus cameras for 10 
years. 

Martinson Coffee, Inc., a division 
of Beech-Nut Life Savers, Inc., left 
Al Paul Lefton Co. for Grey Adv. 
Agency. Grey, which recently lost the 
Chock Full O’ Nuts coffee account, 
will handle Martinson’s and Jomar 
Instant coffees to the tune of $500,000 
in billings. 

Fulham Brothers, Inc., processors 
of the nationally distributed line of 
4 Fishermen seafood products, named 
Hicks, Greist & O’Brien, Inc., Boston, 
to succeed Charles F. Hutchinson, 
Inc., on the account. 

O. M. Scott & Sons, manufacturers 
of lawn-care products, named Geer, 
DuBois & Co., Inc., to its account. 
The agency had handled the $1- 
million Scott business prior to a 
switch to Young & Rubicam, Inc. 

Technicolor, Inc., named Kenyon & 
Eckhardt, Inc., to replace McCann- 
Erickson, Inc., on its growing con- 
sumer-products division. Estimated 
billings are $500,000. 








reportedly was set to follow up the 
schedules set in March by FCB. An 
immediate start of day and late-night filmed 
minutes in about 15 markets should carry 
through July. John Gray is the timebuyer. 


MILES LABORATORIES, INC. 
(Wade Adv., Inc., Chicago) 

A new campaign for ALKA-SELTZER 
kicks off at issue date in some 25 major 
eastern markets and 15 scattered secondary 
areas. Minutes, primarily nighttime, will run 
for 18 weeks. Media associate Andy 
Anderson and timebuyer Robert Jolly are 
the contacts. 


MINNESOTA MINING & 
MFG. CO. 
(BBDO, Minneapolis) 


Using a few midwestern test markets for its 


SCOTCH BRITE product last year before 
unveiling a national campaign, MMM is 
following suit with a test on another new 
item—MAGIC MENDING TAPE. 
Four-week schedules of filmed minutes start 
at various times this spring and summer, 
with the product being an acetate-base 
transparent tape—similar to Scotch-brand 
tape, but more invisible because the glossy 
surface is dispensed with. The new tape can 
also be written on by pen or pencil. It 
retails for 39¢ and up. SCOTCH-BRITE 
pads, incidentally, reportedly starts new 
placements of day and night minutes in the 
top 20-30 markets at issue date. Frequencies 
range from six to 12 spots per week for 
eight weeks. Betty Hitch is the timebuyer. 


MORA CHEMICAL CORP. 
(Cole & Weber, Inc., Seattle) 


This agency was recently appointed to 




















KIFI-TV 


Now the exclusive NBC outlet for 
Idaho Falls — Pocatello 
Full Power — 316,000 watts on 


Chauned § 


The Meeker Co. 


Day-Wellington, Seattle e H. 8, Jacobsen, 
Portland e Robert Hix, Denver 









Reader's Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
_ checked: 
No. Number of copies 
33. Auto Dealers — 
44. Bakeries -— 
42. Banks & Savings Institutions —— 
26. Beer & Ale — 
36. Candy & Confectionary Stores —— 
| 22. Coffee Distributors ~—— 
31. Cosmetics & Beauty Preparation —— 
| 24. Cough & Cold Remedies — 
41. Dairies & Dairy Products — 
27. Department Stores — 
14. Drugs & Remedies — 
43. Drug Stores -—— 
49. Dry Cleaners & Laundries — 
| 18. Electric Power Companies — 
25. Electrical Appliances — 
17. Farm Implements & Machinery —— 
46. Furniture & Home Furnishings —— 
19. Gas Companies — 
47. Gasoline & Oil -—— 
50. Groceries & Supermarkets - 
10. Hardware & Building Supplies —— 
45. Home Building & Real Estate’ - 
21. Insurance Companies — 
8. Jewelry Stores & Manufacturers —— 
23. Men’s Clothing Stores -—- 
29. Moving & Storage — 
38. Newspapers & Magazines —-- 
9. Nurseries, Seed & Feed -_—— 
35. Pet Food & Pet Shops ——— 
40. Pre-fab Housing — 
28. Restaurants & Cafeterias — 
16. Shoe Stores & Manufacturers — 
11. Soft Drink Distributors -—- 
13. Sporting Goods & Toys — 
20. Telephone Companies — 
48. Television & Radio Receivers . 
39. Theatres =. 
37. Tires & Auto Accessories a 
12. Travel, Hotels & Resorts — 
32. Weight Control — 
34. Women’s Specialty Shops —— 


Name 


Company 
Position 
| Address _ 
City _ Zone __ 


| State 


| 0 I enclose payment 


| ( Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 
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WAST 
PUTS YOUR 
MESSAGE 





In this important 

ALBANY —SCHENECTADY— 
TROY MARKET ... 
Special balanced program- 
ming attuned to area prefer- 
ences exposes more prospects 
to your selling strategy. And 
... Viewer confidence in WAST 
multiplies the effectiveness of 
your sales message. 


SELL Where People BUY 


AASB arany, N. Y. 


mus call your RETR aap 





Proud of The New Product? 


Will your new product “lay an egg,” 


or will the public scramble for it? Find 
out first and fast in South Bend, “Test 
Town, U.S.A.”, with WSBT-TV. Get 
complete market and coverage facts 
from WSBT-TV or Raymer’s Both 
help in hatching test plans. 


WSBT-TV 


SOUTH BEND, INDIANA 
Channel 22 


Paul H. Raymer, National Representative 
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handle a new product, PLANT FOOD 
STICKS, and will reportedly get a heavy 
broadcast campaign under way immediately. 
The product, sold through food, hardware, 
department and drug stores—as well as 
garden centers—has distribution planned 
for 11 western states initially, but hopes to 
expand nationally. Media director Colleen 
Mattice is the contact. 


O-CEDAR DIV., American 
Marietta Co. 

(Turner Adv. Agency, Chicago) 
Further expansion of the test schedules (see 
Spot Report, Feb. 20) on BOWL BATH 
took place late last month in the small 
group of selected test markets the product 
has been using. Day and night minutes in 
strong frequencies are set for another 12 
weeks. Agency head John K. Turner is the 
contact. 


OKLAHOMA OIL CO. 
(Needham, Louis & Brorby, Inc., 

| ee, 

This division of Humble Oil & Refining 
Co. unveils “one of the largest and 
most comprehensive petroleum product 
cempaigns” on May 12, with Chicago 
and Indianapolis getting extensive 
prime-time tv schedules while 15 other 
midwest markets get radio and print 
placements. The four Windy City stations 
will run 639 filmed minutes, 20’s and 
ID’s; Indianapolis gets 498 spots during 
the 14-week drive. Media director B. 
Blair Vedder Jr. is the contact. 





Autos Expanding 

A trend toward diversified 
use of tv by automobile adver- 
tisers is continuing, reports the 
Television Bureau of Advertis- 
ing. Whereas two years ago, 
all network car advertising was 
confined largely to 10 programs 
and various specials, fall °60 
found 18 prime-time programs, 
specials, sports and daytime 
shows being used. 

Spot tv was broadened, too, 
with expenditures going from 
$12.1 million in 1959 to $16.8 
1960, with 


marked increases noted in the 


million in and 


number of spots and programs. 











PHILLIPS-VAN HEUSEN 
CORP. 

(Grey Adv. Agency, Inc., N.Y.) 
Evidently successful with its first large-scale 
spot campaign last winter when it ran 
pre-Christmas schedules in about 30 
markets, VAN HEUSEN shirts was reported 
returning to a smaller group of top areas 





Rep 


Jim Hodgett, Don Kamin and Jack 
Mohler were added to the staff of the 
recently Storer 
Sales, Inc. Mr. Hodgett was last with 
wr1x New York, Mr. Kamin was with 
Storer Broadcasting Co. in Chicago, 


formed Television 


and Mr. Mohler was general sales 
manager of Television Advertising 
Representatives, Inc. 

Robert P. Schroeder and Marvin L. 
Shapiro were appointed account ex- 
ecutives at TvAR, with the former 
joining the representative’s Chicago 


MR. SCHROEDER 


office from a similar post at CBS-TV 
Network Sales, and Mr. Shapiro mov- 
ing to the firm’s New York headquar- 
ters from Harrington, Righter & 
Parsons. ; 

John A. McElfresh, formerly an 


account executive in the Chicago 





Report 





office of CBS-TV Spot Sales, moved 
to the organization’s New York of- 
fice. Before joining CBS in early 
1959, he sold for wcau-tv Phila- 
delphia. 

Robert S. Hix was named to head 
the newly expanded Denver office 
of the Bolling Co., Inc., 
the representative from management 


coming to 


positions at several stations. 

John K. Markey was named vice 
president in charge of the midwest 
(Chicago) office of Devney-O’Connell, 


MR. MARKEY 

His 

with the advertising sales staff of the 
New York Daily News in Chicago. 

Weed & Co., leading representative 


Inc. previous experience was 


for Canadian stations, has issued a 
handbook on Canada’s markets, his- 
tory, Tv growth, programs, etc. 
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THE BEST IN PROGRAMMING 





WIBW-TV IS 
a big, big market. 


Gives you the bonus EXTRA of a 
single-station impact, saturating over 
141,600 TV homes.* Delivers your 
commercials to wealthy Kansans with 
over 1% billion in their jeans. And WIBW-TV‘s 
programming is alert. Up-to-date. With the best 
from CBS @ NBC e ABC—AIll Day. Every Day. 
Survey proved WIBW-TV tops all competition 


















in this rich eastern Kansas Market. 


*Source: ARB Nov., 1960 


oo ©-~ 


Channel 13 « CBS - NBC «- ABC 


Represented Notionally by 


Zope 


Division of Stauffer-Capper Publications 
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“SUNNY” DELIVERS 


In this ever ex- 
peatice. “‘buy- 
appy’ market, 
“Sunny” delivers 
your message to 
210,000 TV 
homes daily! And 
does it at the 
lowest cost per 
thousand! 








— fu, ® > 
CHANNEL 38 * XO, 
TAMPA .- ST. PETERSBURG 
Natl. Rep: VENARD, RINTOUL 


& McCONNELL 
S.E. Rep: JAMES S. AYERS 











(NCS #3) 





IN A ROW 


For the seventh straight 
year the surveys* have 
proved the leadership of 
WCSH-TV in the Portland 
market. 

WCSH-TV delivers the 
area responsible for 2/3 of 
Maine’s retail sales and 1/4 
of New Hampshire’s. Small 
wonder that WCSH-TV is 
your BEST BUY north of 
Boston. *ARB November 1960 
Neilsen Station Index November 


Remember, a matching spot 
schedule on WLBZ-TV in 


Bangor saves 5%. 


WCSH-TV 


NBC for 
PORTLAND 
MAINE 
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At Chirurg & Cairns, New York, 
Norma Strassman is broadcast buyer 
on Binney & Smith’s Crayola crayons 
and other accounts. 


the middle of the month in a spring 
promotion running about five weeks through 
Father’s Day. Filmed minutes and 20’s will 
be used. Jerry Rettig is the timebuyer. 


PLOUGH, INC. 
(Lake-Spiro-Shurman, Inc., 
Memphis) 

With swimming pool and beach weather 
approaching, this firm’s Q-T (Quick Tan) 
suntan lotion was noted readying a drive to 
start late next month in a large group of 
major hot-weather markets across the 
country. Minutes in daytime to reach 
housewives and teen-agers should run 
five-six weeks. Lucille Simmons is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 
Having broken its SECRET deodorant out 
of test markets just about a year ago, P&G 
moved late last month with a new national 
campaign. Some 150 markets got light 
frequencies of nighttime minutes to run 
through the company’s contract year. 
Lincoln Bumba is the timebuyer. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N.Y.) 

At press time, CHEER was lining up new 
placements of filmed minutes in about 75 
markets across the country, with the 
schedules to start immediately and continue 
through the contract year. Marcia Roberts 
and Kitty Hoppe are the buying contacts. 


RED L FOODS CORP. 
(Smith/Greenland Co., N.Y.) 

While whittling its market list after Lent, 
this frozen-sea-food-dinner firm kicks off 
new placements of taped ID’s in a few 
selected areas at issue date. The schedules 
will run through the month in prime-time 
slots. Media director Les Towne is the 
contact. 


RICHFIELD OIL CORP. 
(Hixson & Jorgensen, Inc., L.A.) 


A new 52-week cycle of spots, based on a 
copy theme of “two ways new, 10 ways 
better,” is being launched currently in 15 
major west-coast markets in Washington, 
Oregon, California, Arizona and Nevada. 
Abstract animated 20's in prime time are 
used, with an account contact noting that 
previously employed ID’s weren’t adequate 
to carry the sales message and that prime- 





time minutes were unobtainable. Broadcast 
buyer Harriet Weigand is the contact. 


RONSON CORP. 

(Papert, Koenig & Lois, Inc., N.Y.) 
Having taken over on RONSON electric 
shavers at the first of the year, this agency is 
moving with its first spot schedule early this 
month. A group of top national markets will 
get about six weeks of night and non-prime 
filmed minutes and 20’s in a promotion for 
Father’s Day and graduation gifts. Carol 
Lewis is the timebuyer. 


SANTA FE WINE CO. 
(Cole, Fischer & Rogow, Inc., L.A.) 


A continuous on-and-off spot drive is 





Buyers’ Check List 


New Representatives 

KOA-TV Denver appointed Blair-TV 
as its national sales representative, 
effective July 15. 

Ksp-Tv St. Louis appointed the 
Katz Agency as its national sales rep- 
resentative, effective July 1. 

waAVE-Tv Louisville appointed the 
Katz Agency as its national sales 
representative, effective immediately. 


Rate Increases 

ABC: 

KPAR-TV Sweetwater, Tex., from 
$175 to $200, effective April 1. 

KREM-TV Spokane, from $500 to 
$550, effective April 1. 

wBrc-TV Birmingham, from $1,250 
to $1,450, effective April 1. 

wcys-Tv Bristol, Va., from $400 to 
$500, effective April 1. 

WLOF-TV Orlando Fla., from $400 
to $475, effective April 1. 
CBS: 

WBTV Charlotte, N. cn from $1,350 
to $1,450, eeffctive April 15. 

wesc-tv Charleston, S. C., from 
$425 to $500, effective April 15. 
NBC: 

wesc-tv Charleston, S. C., from 
$425 to $500, effective April 15. 


Station Changes 

KEZE-TV San Francisco is the new 
call-letter designation for KBAY-TV. 

KREY-TV Montrose, Colo., is the 
new call-letter designation for KFXJ- 
TV. 

KrsD-Tv Rapid City, S. D., and its 
KpsJ-TV Lead- 
Deadwood, S. D., have become affili- 
ated with NBC-TV as an intercon- 


associated  siation, 


nected station telecasting via micro- 
wave off-the-air pickup from KFYR-TV 
Bismarck, N. D. 

KTAL-TV Shreveport will become a 
primary affiliate of NBC-TV Sept. 3. 

KviQ-TvV Eureka, Calif., has in- 
creased its power from 7,400 watts 
audio to 50,000 watts and 14,800 
watts video to 100,000 watts. 
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IN 

LOS 
ANGELES, 
IES 
LATHAM 
mel 
NEWS 


Jack Latham, KRCA’s “Emmy’™ award-winning news reporter, delivers the latest, most compre- 
hensive TV news to more** people than any other TV news reporter in the Los Angeles market 
area. Jack Latham News is a good reason for placing your advertising on the station where 


“You Always Get More’’”..KRCA 4. 
Channel 4 in Los Angeles 
NBC owned 
sold by NBC Spot Sales 


*“Most Outstanding Achievement in the Field of News’’, 1960, National Academy of Television Arts and Sciences, Los Angele 
**| atham News delivers an average of 206,800 TV homes per newscast. Nielsen: Sept. 19, 1960-Jan. 22, 1961 
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“In today’s complex television picture, the 
tv executive can’t afford to take his eye off 
the ball for a moment. That’s why a 
magazine like Television .Age has 

achieved such a respected place in 


our industry. 


Tv Age, like a radar signal scanning 


the tv horizon, ably gathers the facts, digests 





and presents them—always with an eye 








on the economics of the business.” 





GEORGE LABODA 


Radio & Television Director 





Colgate-Palmolive, Inc. 


Television Age 
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CASH CORN 
COUNTRY 


That’s where we live—in the 
cash corn country. What does 
that mean? Well it means that 
we raise corn, not to feed on 
our farms but to sell. And we 
raise more of it in the 10 or 12 
counties that we cover with 
KQTV than any area of equal 
size in the world. Right now to 
revise an old expression, “We 
are in corn.” Yes Sir, and we 
are getting paid for it—that is 
for going into the new program 
of not growing corn—in ad- 
vance. Under the new Feed 
Grain bill, when we set aside 
20% or 40% of our land in 
reserve we get paid half of 
what we are going to be paid 
NOW. The fellow in Washing- 
ton who designed this program 
was a good salesman. He knew 
if you were hankering to get 
drunk you'd rather do it NOW 
than six months from NOW. 
So we are getting our MONEY, 
NOW—half in advance, MIL- 
LIONS of it. It’s quite an in- 
centive for going into the pro- 
gram. Things hereabout are 
good, real good. We’re not big 
but our charges are becoming- 
ly modest. Try your new com- 
mercials here. They'll be in 
corn—cash corn, all the way. 


KQTV 


FORT DODGE, IOWA 


National Representative: 


John E. Pearson TV 


New York, Chicago, Atlanta, 
Los Angeles, San Francisco, 
Dallas 
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In the New York office of BBDO, 
Henry Rissmeyer is an assistant buy- 
er on Coty, Inc., and Tupperware, 
among others. 


running for this winery in Los Angeles, 
Phoenix, Tucson and Las Vegas. According 
to company advertising-public-relations 
director Jack Steinbrenner, discussions are 
on in regard to extending the campaign to 
other marketing areas in various western 
states and Nebraska, Ohio, Michigan, 
Connecticut, Florida, South Carolina, 
Tennessee and Georgia. Media buyer 
Hermina LuKacsy is the contact. 


SCHENLEY IMPORT CO. 
(Kleppner Co., New York) 


Joining the currently raging battle for 
supremacy of the New York wine market, 
DUBONNET just unleashed a $1-million 
campaign involving 39 weeks of a half-hour 
musical program on WNTA-TV, as well as 
filmed minutes, 20’s and ID’s on that station 
and wor-tv to run until July, then resume 
after Labor Day. (wcBs-Tv and WNBC-TV 
turned down the spots as possible violations 
of the NAB Code.) While this year’s plans 
do not include schedules in other markets, a 
successful campaign, it was noted, could 
mean an expanded effort next year. Agency 
partner Otto Kleppner is the contact. 


STELLA D’ORO BISCUIT CO. 
(W. B. Doner & Co., Philadelphia) 


As noted here March 6, this baker of Italian 
and Jewish products planned an extension 
of the campaign it had running in New 
York, and currently has gotten schedules 
under way in Chicago, Detroit, Pittsburgh, 
Philadelphia, Boston, Hartford, Baltimore, 
Buffalo, Washington, Providence, Scranton, 
Rochester, Syracuse and Lancaster. 
Minutes and ID’s, incorporating a jingle, 
run in both day and night slots in 
frequencies of 12 spots per week and up, 
depending on the market. Schedules will 
run through the month in most instances, 
with similar activity planned for early fall. 
Media director Michael Fabian and 
timebuyer Elaine Goldberg are the contacts. 


SUNKIST GROWERS 
PRODUCTS DEPT. 


(Foote, Cone & Belding, Inc., L.A.) 


A major promotional effort on the company’s 
frozen FRUIT JUICE bars is scheduled for 
this summer in 10 major markets, including 
New York, Chicago and Los Angeles. 
Starting dates vary from late last month to 
early June, with the schedules to run 
through August. A total of 2,500 spots— 





mostly minutes, with some ID’s—will carry 
a “real thing” copy approach. Norm Brown 
is the media contact. 


SWEETS CO. OF AMERICA 
(Moselle-Eisen, Inc., N.Y.) 


While it used spot last summer for its 
TOOTSIE ROLL ice-cream bars and 
candies in some small measure, this 
confectioner set an ambitious program this 
year that includes participations in CNP’s 
new Funny Manns series. A “substantial” 
number of minutes goes along with the 
program that is being sold to individual 
stations in 50 major markets. Some 25 
markets had bought the show at press time 
and started the firm’s schedules. Henry 
Eisen is the contact. 


SIDNEY A. TARRSON CO. 


(Allen Alpern Adv. Agency, 
Chicago) 

Another toymaker who reportedly met good 
reaction to its new items at the recent Toy 
Fair, TARCO is formulating fall plans 
involving use of kid-show minutes in major 
markets across the country. Currently using 
Chicago and a few other markets, 
BANK-O-MATIC is running live and filmed 
spots in heavy frequencies for an indefinite 
period. Account executive Gertrude Alpern 
is the contact. 


TENNECO OIL CO. 

(Reach, McClinton & Co., Inc., 
N. Y.) 

Having used spot this spring for the 
first time to promote a contest and a 
name change (from Bay Oil Co.), this 
petroleum firm is remaining in tv-radio 
spot in 13 markets for an indefinite 
period. Filmed minutes and 20’s are 
being used in scattered areas, primarily 
in the Rocky Mountain and southern 
regions. Margot Teleki is the timebuyer. 


THOMPSON MEDICAL CO. 
(Ad Lib Associates, New York) 


Last reported here several years ago, this 
firm is currently in a half-dozen markets 
with filmed minutes on SLIM-MINT diet-aid 
chewing gum and plans to add another 10 
areas by the middle of the month. A test 
campaign on BAN-SMOKE, a product to 
help cigarette users cut down, recently ran 
in Minneapolis-St. Paul, and there should 
be further action forthcoming. Another 
possibility for future spot schedules is 
TRANQUIL-AID, an over-the-counter 
tranquilizer tablet. Agency head Herbert 
Norman is the buying contact. 


VAN CAMP SEA FOOD, INC. 
(EWRER, Los Angeles) 


A new drive on CHICKEN OF THE SEA 
tuna reportedly will kick off the middle of 
next month in a large group of markets 
across the nation. Filmed minutes and 20’s 
in day and night slots will run about 10 
weeks. Dorothy Sutton is the buying contact. 


WHAM-O MFG. CO. 


(Marlin Adv. Agency, San Gabriel, 
Cal.) 


This maker of sling-shots, “flying birds” and 
other outdoor toys reportedly will! get a 
13-week summer campaign under way the 
middle of next month in a group of selected 
markets across the country. Minutes in 
juvenile programming should be used. 
Martha Sevall is the buying contact. 














ALMOST BEATS 
YOUR NEWSPAPER T0 
TODAY’S HEADLINES! 


15 HALF-HOURS... 
IDEAL FOR YOUR 
SUMMER REPLACEMENT 
were ! 


COUNTERTHRUST — 13 hol-dear programs — filmed on location! Stories of Communist infiltration 
in the Far East makes this the “must-see’’ series! 


COUNTERTHRUST — featuring Tod Andrews —an American agent helping to expose and prevent 
the Communists from taking over in the Orient, will give you high, “winter-styie’’ ratings during 
the summer. 


Make your move sow toward better summer programming. Contact ABC Films to get the full 
story and background of the series that is loaded with action, suspense and intrigue. 


ABC FILMS, INC. 1501 Broadway New York, New York 
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STORY 
BOARD 


TEST for the man who says he 
calls ‘a spade a spade’... 
just fall over one and lotsa 
tuck! 


Wheeling wtrf-tv 

PONDERING: When you laugh 

at the boss's jokes, do you 
have a sense of humor or is it a sense of 
direction? 

wtrf-tv Wheeling 
BOB FERGUSON'S TV programming promise: 
“There'll be a chicken in every plot!" 


Wheeling wirf-tv 
AFRICA'S NATIVE TRIBES have a custom of 
beating the ground with clubs and uttering 
spine-chilling cries. Anthropologists call it 
primitive self-expression. Here in America, we 
call it golf. 

wtrf-tv Wheeling 
INMATES in our prisons are showing great 
interest in the educational programs offered. 
Instructors report that the subject preferred 
by nine out of ten prisoners is ‘‘Outer Space." 


Wheeling wirf-tv 
JOE KASELOW, N. Y. Herald Tribune column- 
ist, recently wrote about WTReffigies, our 
series of ADworld Closeups. The calls, letters, 
wires and comments that resulted were amaz- 
ing. As we see it, the whole world must be 
setting answers to “What dya know?" from 


this Joe. 

wtrf-tv Wheeling 
YOU ARE NOT AN EXECUTIVE until your job 
is so important that you're not permitted to 
know what you are doing! 


Wheeling wirf-tv 
IMPORTANCE IS OUR MOST IMPORTANT 
PRODUCT . . . it's the biggest thing we have 
to sell to alert advertisers who want lucrative 
results in the Wheeling-Steubenville Industrial 
Ohio Valley. WTRF-TV Wheeling? Ask George 
P_ Hollingbery. 


CHANNEL 
SEVEN 


WHEELING, 
WEST VIRGINIA 





Located in the 
exclusive hotel area of 


NEW YORK 


“3, AIR CONDITIONING 


A 
TELEVISION 


PRIVATE BATH 
IN EACH ROOM 


Housekeeping 
Apartments, too 


HOTEL 


PARK CHAMBERS 


NEW YORK CITY 19 


In its location, service, atmosphere and 
reasonable rates, it's the ideal hotel- 
home for transient and permanent 
guests. Single $9 to $12. Double $12 
to $16. 2-room suites from $18. Lower 
rates by the week or month 
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Crisis (Continued from page 45) 


wheels stopped grinding, and even 
though Congress has never to this day 
considered the matter, it was a long 
time before the commission even re- 
turned to it. This precedent undoubt- 
edly gave Representative Oren Harris 
(D., Ark.), chairman of the House 
Commerce Committee, ideas a few 
years ago. The FCC was then aimed at 
a broad-scale test of pay tv, and Mr. 
Harris engineered an anti-pay-tv res- 
olution calling on the FCC not to ap- 
prove the test pending Congressional 
action. This time it worked only par- 
tially, and the FCC accepted Mr. 
Harris’ conditions—so restrictive Mr. 
Harris believed no entrepreneur would 
dare risk his money—for a limited pay 
tv test. 

This illustrates the fact that none 
of the radio history was lost when tv 
appeared on the scene; in fact, the 
clear-channel case has been taken out 
of chronology because it demonstrates 
so many points along these lines. 

One other thing it may have done 
was to show the FCC itself that the 
best way to attack a problem is not 
necessarily to rush in and solve it. 
Sometimes if it is kicked under a rug. 
time and new developments may cause 
it to shrink and perhaps even to dis- 
appear. 

The clear-channel case was merged 
with the daytime-skywave case and 
then with the plea of daytime-only 
radio stations for longer operating 
hours. The daytimers have now had 
their negative answer, the daytime- 
skywave case has been concluded, and 
within the next year or two the clear- 


channel case may be out of the FCC’s 
hands and into the courts for a test 
of those FCC actions which have been 
delayed for a good part of a genera- 
tion. 

That this lesson of delay was learned 
faithfully and well is attested by the 
course of the uhf problem in television. 

The chain-broadcasting case in 
radio was of direct application to the 
newer field of television. As radio de- 
veloped and network broadcasting 
developed, it appeared to the regula- 
tors that the networks were gaining 
too much power and were developing 
a monopoly over the medium. 

A lengthy proceeding resulted in 
the chain-broadcasting rules which 
established the three-hour limitation 
on option time and sought to protect 
the rights of affiliates to assert them- 
selves in what was regarded as a weak 
bargaining position vis-a-vis the net- 
works, 

The same proceeding resulted in 
the duopoly rule, which forbids own- 
ership by one interest of more than 
one station serving substantially the 
And, of course, NBC 


was forced to get rid of one of its two 


same market. 


networks, then known as the Red and 
Blue networks, and the result was the 
formation of the American Broad- 
casting Co. The multiple-ownership 
rules, limiting one interest to a max- 
imum of seven am stations, were 
another important result. 

The chain-broadcasting case back in 
the radio days is being duplicated in 
the FCC’s network studies of today. 
Even though networks had lost their 
bargaining position in radio, as well 


as their programming character, and 
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FINANCING AVAILABLE 


We are providing an increasing volume of 
financing for radio and television properties. 
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‘BEST OF THE FIFTIES'-A NEW ERA IN TV! 


They’re here! Thirty memorable M-G-M Everything that’s necessary to bring a fresh 
post-1948 feature films usher in the dawn of new and exciting change to television feature 
a NEW ERA in television feature film pro- film programming. Let’s get together soon... 


ing. Studded with bi tars, 
studded with big M-G-M typeentertainment, . METRO-GOLDWYN-MAYE! 
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despite the fact that many suspected 
that the equivalent of the lost radio 
powers had been transferred to tv, and 
that there might be differences in the 
two fields which would outdate the 
old rules, no changes in network rules 
had been made. 

The chain-broadcasting studies, 
which aroused a storm of contro- 
versy, covered the period 1938-41 and 
resulted in the final order in 1941. 
This led to a court test by NBC. The 
FCC’s power to order stations off the 
air and as the supreme arbiter of who 
should get what frequency had already 
been established. The Supreme Court 
decision in the NBC case, handed 
down in 1943, greatly expanded this 
pow er. 

The decision not only upheld the 
FCC’s chain-broadcasting rules and 
its power to make them, but it also 
added a weapon to the arsenal of those 
who claim the FCC has the legal right 
and duty to look at a station’s over-all 
programming performance. The high- 
est court said, in effect, that the FCC 
is more than a traffic policeman of the 





airwaves, that it must not only direct 
the traffic but must look into the com- 
position of the traffic. This has been 
added to the “public interest” com- 
mon-carrier language in the Commu- 
nications Act to sum up the arguments 
on that side. 

During the time the chain-broad- 
casting hassle was awaiting final reso- 
lution the FCC was pulled through the 
wringer of its first Congressional in- 
vestigation, conducted by the late Rep- 
resentative Eugene Cox (D., Ga.) , who 
was said to be personally disgruntled 
and to have launched the probe out 
of spite. 

Whatever the Cox motives, some 
in the commission itself—probably 
alarmed at the regulatory course the 
FCC had set, apparently toward large- 
scale intervention in programming 
and business arrangements within the 
broadcasting field — welcomed the 
probe. 

The Cox investigation touched al- 
most every base of alleged ineffici- 
ency, bureaucracy, excessive inter- 
ference with free enterprise. 


CLARK 
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A great deal of the testimony was 
heard in the New York Federal Court 
House. Charles Denny (now an RCA 
executive), who was later to succeed 
to the FCC chairmanship, was then 
general counsel. The public was 
treated to a bizarre spectacle, and 


commissioner James L. Fly, con- 
vinced he couldn’t get his point of 


view across at the hearings, began 
holding daily press conferences at 
the New Yorker Hotel in the eve- 
nings. A controversial figure, chair- 
man Fly developed what was 
identified as the “raised-eyebrow 
technique’”—the FCC didn’t issue 
orders as much as it simply indicated 
Probably the best 
example of this is the so-called “Blue 
Book,” which attempted to set up 


its displeasure. 


programming standards. It was 
never an official order—merely a sort 
of Damocles sword hanging over 
every station in the country. 

The probe monopolized headlines 
but petered out without accomplish- 
ing the purpose of the so-called FCC 
“insiders.” 
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There was no doubt that the Blue 
Book titled “Public-Service Re- 
sponsibility of Broadcast Licensees,” 
was aimed at setting up standards of 
programming for one and all, and 
that there was every intention of fol- 
lowing up the words with action 
against those who failed to comply 
with its “suggestions.” 

Each succeeding storm detailed in 
this account was wilder than the last, 
but the one following the Blue Book 
almost blew the FCC off the map. 

The Blue Book first dwindled to 
the reference-book category, and then 
finally shrunk out of print and out 
of sight. 

Television had been growing almost 
unnoticed ever 
since the first patent in 1884. Bell 
Telephone in 1927 sent an experi- 


unseen and largely 


mental tv program by wire between 
New York and Washington and in 
the following year televised outdoor 
programs. In 1928 wey Schenectady 
telecast the first drama, and large- 
screen tv was demonstrated by RCA 
at a New York theatre in 1930. RCA 





tested outdoor tv pick-up in 1936. In 
1937 17 experimental tv stations were 
operating. The Republican 1940 con- 
vention, as well as the Democratic, was 
televised, with the former making pio- 
neer use of coaxial cable for long- 
distance tv relay purposes. 

The first FCC rule-making came in 
1941 when the commission set aside 
18 vhf channels for tv. 
general tv allocation hearing in 1945, 
at which time the FCC began to dem- 
onstrate how clearly it had compre- 


hended the principle of delay and de- 


There was a 


lay, because this time the commission 
set aside the equivalent of 73 channels 
in the uhf bands for tv experimenta- 
tion, reaffirmed the 18 vhf-channel 
allocation, but stated that uhf would 
be the proper home for television. 
In 1961, 16 years later, the FCC is 
still hinting that uhf may be the 
place for tv. 

In 1945 the 18 vhf channels were 
cut to 13, with tv sharing these chan- 
nels with other services. The sharing 
1948 


channel 1 was cut away from televi- 


became troublesome, and in 





sion, leaving 12 vhf channels, but on 
an exclusive basis. 

wnBT New York (now WNBC-TV) 
had received the first commercial tv 
grant, effective July 1, 1941, and by 
May of 1942 10 commercial tv sta- 
tions were on the air, of which six 
continued to provide service during 
World War II. 


rapidly on the basis of applications 


After the war tv grew 


wherever a station would not inter- 
fere with an operating station—that 
is, on the same basis as am radio, 
rather than under a table of alloca- 
tions such as was in use for fm. 

However, the then engineering 
standards were faulty, and unlooked- 
for interference developed. It also be- 
came clear to the FCC that the 12 vhf 
channels would not provide the num- 
ber of stations it felt necessary for 
a truly nationwide and competitive tv 
system. 

The FCC accordingly clamped down 
with an absolute bar to approval of 
any new stations until the entire prob- 
lem could be studied. This was called 


the “freeze,” and it lasted for an un- 

















believable four years, 1948-52. Dur- 
ing this time when the engineers ar- 
gued, a great industry was stopped 
cold in its tracks, and a public anxious 
for tv had a chance to learn what the 
delays of Government could mean. 

When the freeze was finally lifted, 
.there were 108 operating stations on 
the 12 channels. The FCC had decided 
that the 12 channels could continue 
to be used and that 70 uhf channels 
could be intermixed with them and 
could compete. 

In the meantime, the FCC in 1950 
had adopted the CBS color tv system, 
had been faced with industry refusal 
to manufacture sets and the refusal of 
other networks to telecast in CBS 
color, and near the end of 1953 was 
to reverse itself by adopting the RCA 
system (technically the National Tele- 
vision System Committee color stand- 
ards). 

The freeze was lifted, the fm system 
of a table of assignments had been 
adopted, there were new standards to 
avoid interference, there were 82 chan- 
nels instead of 12, and the future 






THE BAD AND THE BEAUTIFUL 










seemed just grand. There was a rush 
of applications, and the FCC expedited 
those for which there was no compe- 
tition. By the end of 1953 there wete 
198 stations on the air, and this figure 
more than doubled to 402 by the end 
of 1954, thereafter slowing down 
each year so that by the end of 1960 
the total count was 579. 

Handling of the competitive cases 
was to explode into a second sweeping 
Congressional probe, the more far- 
reaching one conducted by Represént- 
ative Harris. 


Apparent Fallacy 


However, the fallacy of mixing the 
new uhf assignments with the old vhf 
The Senate 
Commerce communications subcom- 
mittee held hearings in 1954 (then 
under the chairmanship of former 


had become apparent. 


Senator Potter, Michigan Republican, 
and now under the chairmanship of 
Senator Pastore, Rhode Island Demo- 
crat) at which then-FCC commission- 
er Frieda Hennock wept copiously 


and berated herself for having voted 


KIRK 


AND THE 


BEAUTIFUL 
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OUGLAS 


“THE BAD 


AN M-G- PICTURE 


for the mixture of vhf and uhf. She 
appealed to the subcommittee to force 
the FCC to take corrective action. 
The subcommittee was much im- 
pressed, nodded its collective head and 
did nothing more important than hold 
further hearings in succeeding years, 
at which the FCC was scolded again 
and again for inaction. In fact, chair- 
man Pastore referred not only to the 
uhf problem but to all major problems 
facing the FCC when he said to the 
commissioners of that time “you vote 
4-3 to march up the hill, and then you 
vote 4-3 to march back down again.” 
The commission did, at length, vote 
for rule-making proceedings to switch 
all or a major part of tv to uhf, but 
never carried it farther than issuing 
the original announcement. The Sen- 
issued a 


ate subcommittee report 


lauding the move. However, the an- 
nouncement gathered dust. 

At length, then-chairman George C. 
McConnaughey was asked, in effect, 
“what about it?” by this same sub- 
committee, and he outlined a “crash” 


program to save uhf. As he detailed it 
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to the subcommittee, all FCC brains 
and all industry brains would combine 
in a gigantic effort to develop equip- 
ment which would push uhf to a par 
with vhf. 

The only problem with this, and no- 
body except the Justice Department 
was so ungentlemanly as to mention 
it, was that it was all illegal under 
the anti-trust laws. Competing manu- 
cooperate in this 


facturers can’t 


fashion. So the “crash” program be- 


came a pedestrian affair confined 
solely to measuring and analyzing uhf 
signals, their coverage and their white 
areas. The result was a report which 
dropped on the Washington scene 
with all the impact of a wet feather. 
But Mr. McConnaughey had long since 
departed from the scene, and couldn't 
have cared less. 


Oren 


Harris had almost blocked out any 


By this time, in any event, 


thought of action on such things as 
industry problems. 

For all these years the FCC had 
operated on a pretty informal basis. 


Commissioners would talk with any- 






A. ® 








body, regardless of whether they had 
a case pending or not. In the early 
days there were even notes about what 
representations had been made by 
what Congressmen attached to papers 
considered by the commissioners in 
ivaching their final decisions. Com- 
missioners had their expenses paid on 
trips arranged by industry members, 
attended NAB conventions with their 
tabs taken care of, and it was written 
in the law that they could accept “hon- 
orariums.” It was the misfortune of 
the commissioners then serving to be 
around when the axe fell. 

The Harris storm began brewing 
with speeches in the House charging 
that the FCC was regulated by the 
industry it was supposed to regu- 
late and indicating skullduggery in 
awarding of specific tv channels. 
Speaker of the House Sam Rayburn 
(D., Tex.), who was around when all 
the regulatory agencies (except the 
ICC) were established, took a leading 
part in setting up a special subcom- 
mittee under the House Commerce 
Committee (Mr. Harris was chairman 





of the full committee) to probe how 


regulatory agency interpretation of 

law squared with Congressional intent 

when the various laws were enacted. 
The new group was named the Leg- 


islative Oversight subcommittee, Rep- 


resentative Morgan Moulder (D., Mo.) 


was installed as chairman, and regu- 


latory agency expert Dr. Bernard 
Schwartz was brought down from 
Columbia University to act as special 
counsel. 

The beginnings were a three-ring 
circus, complete with feuds between 
Dr. Schwartz and subcommittee mem- 
bers, a midnight ride with papers con- 
taining results of the Schwartz inves- 
tigations, the firing of Dr. Schwartz 
and the resignation of Mr. Moulder. 
The Miami channel 10 case and the 
pathetic story of commissioner Rich- 
ard A. Mack landed on the front 
page of every newspaper in America, 
and Mr. Harris was revealed as a 
relentless investigator. The subse- 
quent events, the departure of chair- 
man John C. Doerfer, are a vivid 


part of the FCC’s 


recent history. 
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**..To Serve with Vigor 
the Needs and Welfare of South Florida 


99 


and our Country .. 


—from management creed annéunced when 
WCKT took the air Sunday, 
July 29, 1956 


“Be it known that the George Foster Peabody 

Broadcasting Award has been presented to 
WCKT, Miami, Florida for superior locally 
produced programming with this citation.” 
April 18, 1961: 


“For Responsible Leadership and Public Service...” 


ie Ue 2 ory - 


Chairman ’ Dean of Henry W. Grady 
of sf 2 School of Journalism, 
Peabody Board a University of Georgia 


Gratefully Acknowledged by 
BISCAYNE TELEVISION CORPORATION 


WCKT eS WCKR-AM-FM 










































































The plus factor in representation 


VITALITY 
plus 


INTEGRITY 


plus 


FOLLOW-THROUGH 


equals 


.GROWTH 


Since Venard, Rintoul & McConnell, Inc. was organized in 1953, 
each year has shown a substantial gain over the previous year. 


' i ‘VENARD RINTOUL & McCCNNELL. INC. 


TV & Radio Station Representative 
NAB Convention Headquarters, Suite 489-91, Sheraton Park 
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To Nielsen Suite } 











Checking in at NAB? Be sure to 














Nielsen Station Index (NSI) has been 
expanded to include all tv stations in the nation... 
over 560 of them. Here, for the first time, is a com- 
prehensive source of station audience facts showing: 
tv use seasonally, market by market, station by sta- 
tion . . . with time period totals, ratings, audience 
composition, and other significant performance data 
. all validated. 


Similar information is available for radio in 32 major 
market areas which account for the bulk of U.S. 
radio listening. 


Get the whole story: 

Visit Suite A100 in the Sheraton-Park Hotel, in Wash- 
ington, D.C., May 7 to 11. A 

complimentary copy of the new ‘ 

NSI Directory of TV Stations | 


and Cities is waiting for you. 
Ww 





























..-for marketing decisions 












Nielsen Station Index 


providing actionable facts on radio & tv station audiences 


H a service of A. C. Nielsen Company 
7 2101 Howard Street- Chicago 45, Illinois 
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check out the facts of NS! and NCS! 


h— 


Nielsen Coverage Service (NCS’61) gives 
both buyers and sellers of time current information 
(projected to 1960 U.S. Census) on which to base 
WEI sen com ROE'SERVICE ¥ if] sales and marketing strategy. Here, for each station, 
Sea O61 y/ (radio and tv) are reliable figures showing: 
















































. .. the number of homes reached 
... county by county 
... day, night; daily, weekly 


If you are a buyer of time, NCS ’61 tells you whether 
the facilities you have selected cover your market 








I adequately, or need supplementation. 
If you are a seller of time, NCS ’61 spells out your 
station’s strong points in covering the area it serves. 
y Fe al 


For authoritative answers to: 

how many? ... where? . . . how often? 
visit Suite A100 in the Sheraton-Park | 
Hotel in Washington, D.C., May 7 to = 
11, or write to the address below. 





in 
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Nielsen Coverage Service 


providing actionable facts on radio & tv circulation 
...for marketing decisions 


; a service of A. C. Nielsen Company 
NCS and NSI are Registered Service Marks of : ’ ‘ 
A. C. Nielsen Company. 2101 Howard Street+ Chicago 45, Illinois 1: 
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Each Peoples’ station programs exclusively for the people of its 
own community. In the farm areas, WNAX (North and South 
Dakota, Iowa, Minnesota and Nebraska); WRFD (Central 
Ohio); and KVTV-TV (South Dakota, Iowa, Minnesota and 
Nebraska), are known, respected and yes, loved, because of 
their constant devotion to the needs and desires of their audi- 
ences. While in the sophisticated urban communities of WTTM 
(Trenton, N. J.), and WGAR (Cleveland), the listeners hear 
programs compatible with their ways of life. Around Fair- 
mont, W. Va., WMMN,, first in audience for many years, con- 
centrates on satisfying its own home town friends. Thus Peo- 
ples stations program from plowing to Pagliacci—but no rock 
’n roll, if you please. 


“It Pays to Place it on Peoples” 


PEOPLES BROADCASTING CORPORATION 


WNAX, Yankton, S. D. WTTM, Trenton, N. J. WGAR, Cleveland, Ohio 
KVTV, Sioux City, lowa WMMN, Fairmont, W. Va. 
Represented by Katz George P. Hollingbery H. |. Cristal 







PART OF THE 250,000 VISITORS TO RECENT WNAX-SPONSORED NATIONAL PLOWING CONTEST 


. . . FROM PLOWING TO PACLIACCI 





WRED, Columbus, 
Worthington, Ohio 
Gill-Perna 







































*Frank R. MecNinch 


James Lawrence Fly Texas 
Ewell K. Jett (interim) Maryland 
Paul A. Porter Kentucky 


Charles R. Denny 


Paul A. Walker Oklahoma 
*Wayne Coy Indiana 
Paul A. Walker Oklahoma 
Rosel H. Hyde Idaho 
George C. McConnaughey Ohio 
John C. Doerfer Wisconsin 


Frederick W. Ford 
Newton N. Minow 


* Deceased. 


Illinois 





FCC Chairmen 


State 
*Eugene O. Sykes Mississippi 
*Anning S. Prall New York 


North Carolina 


Dist. of Col. 


West Virginia 


Terms of Service 

July 11, 1934-March 8, 1935 
March 9, 1935-July 23, 1937 
Oct. 1, 1937-Aug. 31, 1939 
Sept. 1, 1939-Nov. 13, 1944 
Nov. 16, 1944-Dec. 20, 1944 
Dec. 21, 1944-Feb. 25, 1946 
Feb. 26, 1946-Dec. 3, 1946 
Dec. 4, 1946-Oct. 31, 1947 
Nov. 3, 1947-Dec. 28, 1947 
Dec. 29, 1947-Feb. 21, 1952 
Feb. 28, 1952-April 17, 1953 
April 18, 1953-April 18, 1954 
April 19, 1954-Oct. 3, 1954 
Oct. 4, 1954-June 30, 1957 
July 1; 1957-March 10, 1960 
March 15, 1960-March 1, 1961 
March 2, 1961— 


(acting) 


(acting) 


(acting) 








The effects on the course of FCC 
history deserve noting. From the time 
Miami channel 10 hit the headlines it 
was certain other revelations would 
follow, and it was certain that in- 
formal industry relationships with 
commissioners were at an end. It was 
equally certain that the hand of regu- 
lation would become progressively 
heavier. 

True, the FCC had formed a net- 
work-study staff under Dean Barrow 
to look into network practices and 
into whether the chain-broadcasting 
rules should be updated. Equally true, 
the eventual Barrow Report recom- 
mended sweeping changes in the 
ground rules. However, this was at 
the staff level, and the commission 
majority was still committed to an 
opposite course. 

Even at the time hearings were held 
on the report, when the Harris probes 
had shaken the FCC to its foundation, 
there was little disposition to adopt 
any of the more extreme recommenda- 
tions. 

However, the departure of Mr. 


McConnaughey—and he was _per- 
mitted to say that he had received an 
offer of reappointment—followed by 
the forced resignations of Messrs. 
Mack and Doerfer, gradually changed 
the complexion of the commission. 


More subtle but probably more im- 







portant changes were caused by the 
effect on the commissioners themselves 
of the Harris revelations and their 
wish to bend over backwards to dis- 
associate themselves from the stigma 
of the headlines. 


Political Purposes 


The FCC, among other regulatory | 


agencies, had been used for political 
purposes. 
appointment was an attempt by the 
Eisenhower Administration to placate 
then Senator Bricker and to persuade 
him to drop his almost-successful 
treaty amendment. The Robert E. Lee 
appointment was for the purpose of 
preventing a rift between the Admin- 
Senator Joe 


istration and the late 


McCarthy. 


was widely credited to a desire to re- 


The Mack appointment 


ward the Democrats-for-Eisenhower 


Thus the McConnaughey 





for carrying Florida, though Mr. Mack | 


always stoutly denied having been for 


General Eisenhower (his backers, and | 
those who selected him for the FCC | 


post were). 
This is the FCC today, 


whenever the matter is brought up 


ready 


again for a final vote to vote 4-3 


for elimination of network option | 


time, recommending to Congress | 
that networks be brought under 


regulation, declarer of program poli- 


cies to take the place of the de- | 


COMPARISON PROVES .. . 


Anyone who takes time to 
compare the available informa- 
tion, will find WSAU-Televi- 
sion in the top 3 markets in the 
nation for efficiency. 

Comparison further proves 
WSAU-TV delivers the largest 
audience of any television sta- 
tion in the central 27 counties 
of Wisconsin. 

Check this absorbing story 
with any of the Meeker men or 
Harry Hyett. 


WSAU-!v 


WAUSAU, WISC. 


ARB, 1960 Coverage Information 


-ARGO 


IN 9 OUT OF THE TOP 10 MARKETS...WITH 
82 HAPPY CLIENTS!! WRITE...WIRE...PHONE... 


LES ANTHONY, V. P., GEORGE BAGNALL & 
ASSOCIATES, INC., Eastern Division Office 


452 Hoodridge Dr., Pittsburgh 34, Pa. 
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funct Blue Book and with about the 
same thrust, and currently engaged 
in adopting new application forms 
which will put sharp teeth in the 
programming declaration. 

Any industry figure with a case 
before the commission seeking to 
have private talks with commission- 
ers might as well cut off his own 
head, because it would be done for 
him. And so on down the line. 

Uhf still remains an unresolved 
problem and will not move toward a 
solution until after completion of the 
New York City experiment. But un- 
der the chairmanship of Frederick 
W. Ford the FCC moved toward re- 
versing its long-time habit of allow- 
ing vexing problems to wait until 
they faded away. 

Quite aware of, and even agreeing 
with, accusations that long delays 
bred improper attempts at influence, 
Mr. Ford 


check on long-pending cases and 


instituted a continuing 
questions and applied his own brand 
of pressure to force action. New 


chairman Newton Minow came into 





office committed to continue and 
augment this sort of activity. 

This is, indeed, a new commis- 
sion which at least hopes to decide 
rather than hide vexing problems. 

At all events, this is the history 
which has resulted in a commission 
made up of Mr. Minow as chairman, 
of Mr. Ford as a former chairman 
and still commissioner, and thus far 
working in very close harmony with 
his successor, of Rosel Hyde, another 
former chairman, and of Robert 
Bartley, Robert E. Lee, John Cross 
and T. A. M. Craven. 

It is a commission which has been 
through fire, famine and flood, not 


to mention pestilence. Although a | 


turning point has definitely 


reached, it isn’t possible to think— | 
as was true at the 1934 founding— | 


that the worst is in the past. 

The turning point has been toward 
sterner regulatory actions which will 
bring the FCC frequently into the 
arena of controversy, and very fre- 
quently into the courts to test its 


power to take actions it will decide 
to take. 









been 





COMPARISON PROVES... 

Anyone who takes time to 
compare the available informa- 
tion, will find WSAU-Televi- 
sion in the top 3 markets in the 
nation for efficiency. 

Comparison further proves 
WSAU-TV delivers the largest 
audience of anv television sta- 
tion in the central 27 counties 
of Wisconsin. 

Check this absorbing story 
with any of the Meeker men or 
Harry Hyett. 


~ WSAU-!v 
WAUSAU, WISC. 


ARB, 1960 Coverage Information 


VIEWMANSHIP 


THROUGH WMAR-TV 


PUBLIC SERVICE PROGRAMS 


starts behind the camera! 


Thousands of Oriole fans lined the 
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In Maryland Most People Watch 


WNAR-TV 


SUNPAPERS TELEVISION, BALTIMORE 3, MARYLAND 
Represented Nationally by THE KATZ AGENCY, INC. CHANNEL 2 
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routé of their “Welcome Home” parade 
heralding the 1961 baseball season .. . 
and WMAR-TV was “on-the-spot” as 
part of its comprehensive Public Ser- 
vice Programming! Paul E. Burke, 
Exec. Director of the Maryland Traffic 
Safety Commission wrote: “So many 
people called my attention to the won- 
derful telecast of the parade . . . you 
must have a tremendous viewing audi- 
ence . which just goes to show 
WMAR-TV proved it could be done in 
61 by televising this extravaganza... 
as usual Bozo did a terrific job making 
it possible for so many people to see the 
Oriole players and others on the cam- 
era. The Program Directors, the camera 
people and everyone concerned at the 
station should get a lot of satisfaction 
out of this very successful television 
coverage.” 












CLUTCH 
CARGO 


THE CREATORS OF THE 
EVER-POPULAR 
CLUTCH CARGO 
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OF BREATH-TAKING 
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| (HOME OFFICE) GEORGE BAGNALL & ASSOCIATES, INC. 
8827 OLYMPIC BLVD. (EASTERN DIVISION OFFICE) 
| BEVERLY HILLS, CALIF., OL 2-8050 452 HOODRIDGE DR., PITTSBURGH 34, PA. 
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Now you have at your fingertips the final, authoritative figures based on 
the 1960 census (the-once-in-ten-year anchor figures upon which interim- 
year population and household estimates will be based.) This consumer 
market data in SRDS, current as of January 1, 1961, is selectively com- 
piled and correlated for the special needs of people who use market data 
for media planning. 


SRDS Spot Radio, Spot TV and Newspaper books contain latest figures 
on population, households, consumer spendable income and retail sales by 
states, counties, cities and the standard metropolitan statistical areas, as 
well as their new definitions as issued by the Bureau of the Budget. 


In 1959 a national panel of 250 media buyers was formed to provide 
reliable information on the uses to which the SRDS books are put and 
to guide us in the development and improvement of SRDS services. 


In the spring of 1960, two panel studies revealed the following pattern of 
use and indication of adequacy of SRDS maps and market data: 
































% who 

al . , favorably 

SRDS Editions Maps or market data sections % who USE evaluate 

ADEQUACY 

Maps 

Sewapaper aps 90.4 86.2 
Rates & Data Consumer Market Data 83.0 84.1 
(N-94) Ranking Tables 80.9 85.1 
Spot Radio MI ApS 97.7 89.5 
Rates & Data Consumer Market Data 94.2 94.2 
(10-8) Ranking Tables 90.7 93.1 
Spot TV Maps 97.8 87.7 
Rates & Data Consumer Market Data 95.5 93.3 
eee Ranking Tables 92.1 92.1 


From this panel response, it seems reasonable to conclude that, in the 
normal process of market selection and media evaluation, market infor- 
mation and media information go hand-in-hand. Having them together 
in SRDS is a great convenience to both buyer and seller of space or time. 
So it makes sense for a medium to register its whole sales story by adver- 
tising its market and market coverage in the market data sections of 
SRDS and its special values as an advertising medium on the listing pages. 


Note: To correlate USE of maps and data with user evaluation of ADEQUACY, only those panelists who 
answered BOTH questionnaires are recorded here. This number indicated in chart. 





Now ready to use...SRDS consumer markel d 





An exclusive, 
monthly 
media /market 
data service 


Widely used by buyers 
media because of 
all-in-one place 
convenience — 


SRDS is the only service 
in the country that J 
provides buyers of media 
with latest consumer _ 
market data, media map 
media listings all in one 
place, every month. 
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The National Authority Serving the Media-Buying Function 
C. Laury Botthof, President and Publisher @ Mek Oo 


5201 Old Orchard Road, Skokie, IIl., YOrktown 6-8500 
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Trouble (Continued from page 43) 


American public deserves something 
better than this.” His remarks were 
echoed almost unanimously by other 
members of that committee. 

Clearly, influential men on the Hill 
believe that tv needs to be changed. 
They will, in all likelihood, grant the 
FCC at least a year under the steward- 
ship of Mr. Minow to see what he can 
effect. They have already praised the 
strong action he has taken. 

Of course, one should not make the 
mistake of believing that legislators 
on the Hill always do what their com- 
mittees suggest. They frequently do 
not. Each Congressman and legisla- 
tor has his own special interests. It 
is impossible to guess what they will 
do on specific bills affecting broad- 
casting. 

Two things, however, could act to 
dispose Congress more favorably to- 
ward broadcasting. The first is in- 
dustry action taken to comply with 
suggestions that would build public 
service and eliminate the more con- 
troversial type of programming, such 








INTERNATIONAL DESIGN CONFERENCE 
IN ASPEN, COLORADO, JUNE 18 TO 24 


“We propose to examine the broad and fascinating area 
of man’s development as a problem-solving animal; to 
discuss the various forces that, acting upon man, have 
enabled him to develop the skills and acquire the 
knowledge with which he has fashioned his environment 
and overcome its obstacles. We shall have people from 
various disciplines and arts who will discuss their 
attitudes about these matters and how these ideas 
relate to their own endeavors. We anticipate that the 
conferees will find ample opportunity to question and 
relate their own activities in the light of the discus- 
sions by the speakers.” 

Herbert Pinzke /IDCA Program Chairman, 1961 

For further information contact: James Cross, General Membership 
Chairman, 9744 Wilshire Bivd., Beverly Hills, Calif.jwW. M. de Majo, 
European Membership Chairman, 33 Jubilee Pi., London SW 3, Eng. 


as violence. 
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Both Congress and the FCC are 
favorably impressed with ex-Gover- 
nor Collins, the new head of the Na- 
tional Association of Broadcasters. 
They are hopeful that he and others 
in the NAB will move the industry 
The 


Collins call for more public service 


in a less commercial direction. 


in prime time and for bettering pro- 
gram standards is recognized as posi- 
tive action. But Washington is wait- 
ing for more striking proof of indus- 
try change. 


Second Possibility 


The second possibility for industry 
relief from pressure might come if 
Congress and the President fall out 
over control of the administrative 
agencies. Congress is jealous of its 
powers. It was irritated by the Landis 
Report, most of all by that section of 
it which suggested an Office of Over- 
sight be created in the White House. 
But Mr. Landis has moved into the 
background. Mr. Minow’s monthly 
reports to President Kennedy also 
occasioned some sharp comments, but 


most Congressmen have been re- 


assured. 
President Kennedy is obviously 
very interested in the regulatory 


agencies. His message to Congress 
on these agencies suggests greater 
power for chairmen, that commis- 
sioners be responsible for individual 
decision-making, more pay and pres- 
tige for hearing examiners and a call 
for an Administrative conference to 
speed up procedures. 

Work is also being done in Con- 
gress on a reorganization bill which 
would accomplish many of the same 
objectives. A key provision of it 
would provide that commissioners 
confine themselves to setting policy 
and that hearing examiners make 
decisions which reinforce these po‘i- 
cies and make decisions on other 
matters. 

These recommendations suggest a 
division of function within the com- 
mission. They suggest that the FCC 
staff will be given a great deal more 
responsibility and will be leaned on 


more. It is obvious that chairman 


Minow intends to do this. 


What of the FCC itself? hin there 


any divisions within it? Do all the 
commissioners want to regulate as 
much as chairman Minow? Commis- 
sioner Hyde and Craven are both 
against the regulation of program- 
ming. Commissioner Cross usually 
votes against de-intermixture. Chair- 
man Minow feels strongly about mul- 
tiple ownership. 

But in a large number of cases 
chairman Minow, and commissioners 
Ford and Bartley vote together; com- 
missioners Hyde and Craven join 
forces often; the two fence-sitters are 
It is 
expected, however, that more often 


commissioners Cross and Lee. 


than not the last two will vote with 
the majority. The usual lines of con- 
servative and progressive do not hold 
any more. Each of the commission- 
ers, except Mr. Minow, will be up for 
retirement at the end of of his present 
term. 

To sum up, all indications are that 
the industry is in for a rough time. 
Big Brother is indeed watching. 





(Continued from 47) 


Regulator 


ber of the American Civil Liberties 
Union. “I’m a great civil libertarian. 
The last thing I want to do is take 
away anyone's rights,” he claims. 

Local programming is very impor- 
tant to this intellectual. “'m going 
to do everything possible to encour- 
age local programming. We'd like 
stations to present local issues such 
as those which come up at school 
boards and city councils. We like 
them to air public problems. We want 
ty to become a moral force in the 
community. Then too, talent should 
be encouraged outside of New York 
and Hollywood. There must be some 
promising singers and violinists in 
other cities,” he says, smiling. 

The FCC chairman has given a 
great deal of thought to television. 
He has been a tv viewer over a long 
number of years, though since join- 
ing the Government he hasn’t had 
the time. His specific experience, 
however, is in educational tv; his 
law firm was counsel to the Midwest 
Council for Airborne Television, and 
he has represented Encyclopedia 
Britannica Films. 

“T have no quarrel with advertisers 
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using the medium,” he remarks. “I 
just don’t want them to dominate it 
and then run away from it. I under- 
stand the reason for ratings, though, 
in some cases, the statistics may be 
suspect. My quarrel with ratings goes 
deeper. I find their influence deplor- 


_able when they become the only 


measuring stick. Can networks be in- 
terested only in getting ratings that 
will allow them to sell their time? 
They've got to be interested in the 
presentation of all kinds of programs. 
We need diversity. We need balance 
in tv.” 

As to his further views on net- 
works, Mr. Minow’s suggestion is to 
read the Barrow Report. In this re- 
port it is recommended, among other 
things, that the networks not be al- 
lowed to have option time, and that 
they lose some of their stations in the 
top 25 markets. 


Center of Concern 


There is one-aspect of tv program- 
ming around which the chairman 
centers his concern. “The reason | 
worry so much about tv is because 
of children,” he says. “They'll watch 
anything. They have no discrimina- 
tion. And they spend the most time 
with tv. ’m not sure of the effect of 
violence on children. Some people 
claim it does harm. Others disagree. 
That's not the point. Think of what 
it could do to teach, to inform, to 
elevate and to inspire children. That's 
where the real harm comes in.” 

Allocations is a primary problem 
to the new chairman. “Solving the 
allocations bottleneck is basic to my 
mission here because it is limiting 
the use of this natural resource.” He 
accepts the Lee plan for the creation 
of an all-channel receiver and the 
co-transmission by present vhf sta- 
tions in the uhf spectrum until 
enough sets are sold to go entirely 
into uhf. Legislaiion, however, would 
be needed to do these things. 

Mr. Minow has already contacted 
those set manufacturers who are op- 
posed to an all-channel receiver. “I 
see it as a chicken-or-egg problem. 
Which comes first, the chicken that is 
the uhf set, or the egg that is uhf 
transmission? Why not pass legisla- 
tion simultaneously? We'd be able 





to assure the manufacturers that they 
wouldn't be left holding the bag. 
They’re afraid they'd be manufactur- 
ing uhf sets, but that the stations 
wouldn’t transmit in uhf. 

“But this has to take time. I don’t 
know exactly how long, but at least 
three years. Meanwhile we must find 
other solutions. De-intermixture and 
drop-ins should relieve the pain tem- 
porarily. That’s all they can do.” 

The FCC chairman’s interest in 
educational tv is a natural one in 
light of his tv background. “It’s an 
absolute necessity in the public in- 
terest that we have channels in New 
York City and Los Angeles. These 
two cities together contain 13 per 
cent of the population. They contain 
virtually all of the talent in America. 
We need educational tv in them. It’s 
something I’ve had on my mind for 
a long time.” 

Mr. Minow evidently expects that 
the FCC will become much more ac- 
tive in setting policy and in the 
regulation of broadcasting. How does 
he expect to be able to accomplish 
all he has set out to do? Where will 
he get the money? Where will he 
get the staff? What new techniques 
will he use? 


A Usage Charge? 

“I’m thinking about making the 
stations pay a charge for using the 
medium. Afier all, we pay fees for 
all other kinds of licenses. Why not 
a license for using the airwaves? 
The FCC should be self-supporting. 
When I see the prices that are paid 
for stations, prices which have no 
relation to the fixed investments of 
stations, it makes me think about 
taxing the medium.” 

There are also a number of pro- 
cedural changes under study. “We've 
got to cut through many of the pro- 
Many of 
them are junk. It’s not the fault of 
the FCC. It’s the fault of the laws. 
In many cases we're over-judicial. 
Many of our proceedings are more 
complicated than the courts. Some- 


cedures that hamper us, 


times we get so concerned about 
applicants’ rights that in the final 
analysis the public’s interests lost 
out,” he notes. 

“Besides,” he adds, “in many 
cases we're overly concerned with 
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COMPARISON PROVES... 

Anyone who takes time to 
compare the available informa- 
tion, will find WSAU-Televi- 
sion in the top 3 markets in the 


nation for efficiency. 


Comparison further proves 
WSAU-TV delivers the largest 
audience of any television sta- 


tion in the central 27 counties 
of Wisconsin. 


Check this absorbing story 
with any of the Meeker men or 
Harry Hyett. 
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To this much copy, add 


product display, sound, 


motion, television’s _ big- 
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costs. 
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INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces « New 
appointments, newly decorated « 
New 21” color TV ¢ FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar « Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 to $22 Sutes to $69 
Special rates by the month or lease 
Robert Sarason, General 


ORegon 9-3900 
Teletype: NY 1-4295 


Manager 
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trivia. Many of these problems pale 
into insignificance when you think 
of the necessity of formulating 
policy on space communications. We 
shouldn’t be bothered with much of 
it.” 

Chairman Minow says that Presi- 
cent Kennedy is working on a code 
of ethics for the administrative 
agencies, “It’s another difficult prob- 
lem,” he remarks. “This job has in- 
herent One 
you're a judge. The next you're talk- 


contradictions. minute 


ing to someone in the industry and 
playing an entirely different role. The 


| rules here are fuzzy. It’s like danc- 


ing on pins. You can’t entirely for- 
get what you've learned in one role 


| when you play another.” 


The new chairman paid tribute to 


Frederick Ford, who preceded him. 


| “I'm very lucky that I came in here 
| after Fred Ford. He began many of 


the things I'm now following up on. 
It was unfortunate that he held his 
job for so short a time, but he ac- 
complished a great deal.” 

Newton Minow is living in Wash- 
until the 
Chicago. 
His wife and three young girls will 
move to Washington then. “I 


ington without his family 
end of the school year in 


miss 


| them, but I have been kept very 


busy.” 


The new FCC chairman is well 


| aware that he can expect plenty of 


opposition to his plans and programs. 
He knows the infighting in Washing- 
ton can get rough. “I’ve got a sign 


in my closet which says watch your 


| hat, coat and pants. But I gave up 


plenty to take this job. I’m here to 
do what I think needs be done and 
I’ve got two big assets. I'm not in- 
terested in being reappointed, and I 
don’t want a job in the industry. | 
plan to return to the law.” 
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48,778,000 
46,693,000 


Ale, beer and wine... . 

Drug products 

Household laundry 
products 44,908,000 

Tobacco products & 

35,686,000 

33,848,000 


supplies 
Confections & soft drinks 
Household cleaners, 
30,574,000 
24,338,000 


polishes and waxes. . 
Gasoline & lubricants. . 


Automotive 22,276,000 
Myth or Menace? 

While Art Duram, senior vice pres- 
ident for tv-radio at Fuller & Smith 
& Ross, Inc., told an assemblage of 
the American Marketing Association 
that pay is a “myth,” 
Young & Rubicam, Inc., assistant di- 


television 


rector of media research Charles 
Benesch indicated that his agency 
was taking remarkable cognizance of 
such a fictitious phenomenon. 
“Large-scale pay tv,” he said, “is 
almost bound to have a substantial 
impact on the way families spend 
their and money.” Current 
agency hypothesis is that the me- 
dium’s effect will be felt more heavily 


time 


in how people utilize their time, 
rather than in how they spend their 
money. 

Another hypothesis at Y&R is that 
the availability of pay television will 
result in the growth of new products, 
both directly related to the medium 
itself and as by-products of consumer 
activities related to pay-tv viewing. 
For example, fee-tv watchers will be 
expected to eat more snacks, a boon 
to the convenience food field, and 
larger tv screens might be sought to 
suit more aptly the super-size Holly- 
wood movies. 

Of course, the major question 
faced by the agency’s researchers is 
that of when and where pay tv is 
going. “We don’t believe we know,” 
said Mr. Benesch, despite a study 
made a year ago of the Etobicoke 
situation and another currently un- 
der way. One of the few concrete 
points made in the earlier study, 
taken only a month after the pay-tv 
venture began in the Canadian city, 
was that “a number of movies had 
already proven to be disappointing 
to the people who had paid to see 
them.” 

Will pay tv eventually carry com- 
mercials? Stating that a possibility 
exists that it will, the researcher said 
the pilot study of 53 families revealed 
no strong objections to most com- 
mercials. The primary criticism cen- 
tered on what was described as an 
excessive number of commercial in- 
terruptions, rather than specific ob- 
jection to individual commercials. 
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Fine. Who sharp ens your p e ople ? eee The Advertising Federation 
of America works continually to sharpen the skills of those who sell this nation’s products and services. > All year round, 
nearly every business day, one or more of the 180 advertising clubs of the AFA and the Advertising Association of the West 
across the country participate in workshop sessions or in advertising and marketing clinics. > From June 11-23, AFA will 
hold its annual Advanced Management Seminar in Advertising and Marketing, supervised by faculty members of the 
Harvard Graduate School of Business. At these seminars, advertising executives sharpen skills, gain scope, by working with 
management problems in which advertising is a vital element of the overall operation. For details, write AFA. Participa- 


tion in these programs makes for more effective businesses and a more vigorous economy. You have a stake in this economy. 


To further your business interests, join AFA-AAW and lend this study program your leadership. You will profit from it. 


THE ADVERTISING FEDERATION OF AMERICA 


FOR THE AFA AND 


THE ADVERTISING ASSOCIATION OF THE WEST 


FERRY BUILDING SAN FRANCISCO 11, CALIFORNIA 


The Advertising Federation of America and the Advertising Association of the West and their 60,000 members marshal the forces of the advertising 
industry to protect its freedoms, to promote education in, for and about the profession, and to conduct public service activities through its media. 
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BASIC ABC IN PITTSBURGH 
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in the picture 


The appointment of John J. Heywood as vice president and treasurer of the Crosley 
Broadcasting Corp. has been announced by James D. Shouse, chairman of the board, and 
Robert E. Dunville, president. Mr. Heywood fills the position left vacant by the death in 
February of Kieran T. Murphy. For the past 10 years Mr. Heywood has been a member of 

_ the top management team of the National Broadcasting Co.’s television network, and was 
director of business affairs for NBC-TV when he left the organization. An honor graduate 
of the University of Pennsylvania’s Wharton School of Finance, Mr. Heywood worked in 
various financial capacities from 1940 to 1950 and served for three years in the U. S. Coast 
Guard. He joined NBC in 1950 as a tv network systems analyst, was named director of 
business administration in 1955 and director of business affairs in °59. 


Donald W. Coyle, who has been ABC vice president in charge of the international 
division, has been elected president of ABC International Television, Inc., the new wholly 
owned subsidiary of American Broadcasting-Paramount Theatres, Inc. Mr. Coyle, who has 
headed the organization’s international division since its formation in 1959, joined ABC in 
1950 as a research writer. He was promoted successively to director of research for ABC-TV 
and to director of sales development and research for the network in February of 1956. He 
was elected a vice president in March of the following year and became vice president and 
general sales manager of ABC-TV in September 1958. ABC's objective in the formation of 
its new subsidiary “is to cooperate in and assist with the development of tv throughout the 
world into the successful medium it has become in the U. S.” 


Victor G. Bloede (1.), Ken McAllister (c.) 
and Lee Rich (r.) have been named senior vice 
presidents of Benton & Bowles, Inc. All three are 
members of the agency’s board of directors. Mr. 
Bloede joined B&B as a copywriter in 1950 and be- 
came copy chief in 1957. Mr. McAllister also joined 
in 1950 and three years later was made an account 
supervisor. Mr. Rich started with B&B as an asso- 
ciate media director in 1952 and in 1960 became 
director of media and programming. 


The appointment of Curtis Berrien as a senior vice president and creative director of 
Lennen & Newell, Inc., has been announced by Adolph J. Toigo, president and chief 
executive officer of the agency. In the newly created position of creative director, Mr. 
Berrien will have over-all responsibility for all creative activities of the agency, including 
copy, art and tv-radio commercial production. He started his advertising career in 1935 with 
BBDO and comes to Lennen & Neweil from the William Esiy Co., where he had been a vice 
president and copy director since 1958. Previously he had served as copy director in the 
Chicago offices of Needham, Louis & Brorby and McCann-Erickson. A graduate of Wesleyan 
University, Mr. Berrien has worked on creative selling concepts for General Mills, Reynolds 
Tobacco, Kraft Foods and Ballantine, among others. 


George H. Fuchs has been promoted to vice president, personnel, of NBC, it has been 
announced by president Robert E. Kintner. Mr. Fuchs, who has been vice president, labor 
relations, since August 1960, will succeed B. Lowell Jacobsen, who has resigned from NBC 
to join another organization. With NBC since June 1955, when he transferred from the 
Radio Corp. of America, Mr. Fuchs was formerly director of labor relations and before 
that was labor-relations administrator and manager, labor relations. At RCA he served as 
manager, employment and records; manager, wage and salary administration, and manager, 
personnel, for RCA Victor in Cannonsburg, Pa. He was born in Pittsburgh and attended the 


University of Pittsburgh before entering the Army to serve as an infantry company com- 
mander with the 11th Airborne Division in te Pacific from 1942 to 1946. 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV 


Traverse City Cheboygan 


One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. B. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. B. 
(Sat. 6 PM-Mid.) 

19900 MORE Homes Reached Than Sta. 8B. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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General Mencger 











Network Representative Elisabeth Beckjorden 
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what I understand, all— 
or nearly all—of your husbands are 
at the executive level and therefore 
may be considered to be ‘well-paid.’ 
The state of being ‘well-paid’ or ‘not 
well-paid’ leads us to certain basic 
theoretical assumptions . . .” 

With this dizzying dichotomy, de- 
livered to 


“From 


a business session for 
ladies at the AAAA annual conven- 
tion, Dr. Charles W. Socarides began 
a sizzling series of semantic hand- 
stands that brought his lay audience 
to its feet. Or so “tis said by some 
of those who heard out his homey 
panegyric entitled 
and Advertising.” 


“Psychoanalysis 


“You know,” he said, “that work 
and money are commonly the sources 
of fantasies, daydreams of wealth 
and creativity, comfort and security, 
greatness and poverty and, in con- 
trast, of masochistic fantasies of fail- 
ure, impotence and destructiveness 

09 

Zowie. Mr. Socarides went on to 
characterize the average advertising 
agency as a verbal and graphic hot- 
bed of mis-directed Oedipal conflicts, 
sibling rivalries, guilts, fears, anxi- 
eties and what all not. 

His major cure for all this sick- 
ness seemed just a wee bit short on 
psychoanalytic insight. “If we could 
each be allocated increasing respon- 
sibility 
sciously 


according to our uncon- 
perceived capacity, much 
anxiety, dissatisfaction, anguish, wor- 
ry would be avoided. If we were 
paid correctly, much of the rivalry, 
greed and disequilibrium in compa- 
nies would stop.” All shook up? 
Nerves on edge? Traumas dangling 
like dirty socks? Ask for a raise. 


* * * 


At the Westinghouse public-service 
programming session in Pittsburgh, 
humorist Sam Levenson told a lunch- 
eon group that ke couldn’t see what 
people were complaining about; to- 
day’s television is instructive. and 
uplifting enough for anybody. Prov- 
ing his point, he cited the fallowing 
examples of the “subliminal” tech- 


niques used to teach simple homely 


virtues: 


Helpfulness: “They went thata- 
way.” 
Perseverance: “Another evening 


with Fred Astaire.” 

Mercy: “The video portion of this 
program has been temporarily inter- 
rupted.” 

Intellectual curiosity: “Does she 
—or doesn’t she?” 

Promptness: “Someday we're go- 
ing to have it out, stranger.” “What's 
the matter with now?” 

Without really engaging in exten- 
sive research, we managed to run 
across a few more: 

Patience: “One moment, please.” 

Kindness: “You’re not hurt, Bart. 
I only shot you in the shoulder.” 

Leadership: “Run down to your 
neighborhood druggist tonight . . .” 

Cleanliness: “This is a television 
code station.” 

* * * 

Attention: Stockton Helffrich, Tel- 
evision Code Review Board, NAB, 
New York City. 

From: an AP report, Bergen, Nor- 
way, April 20: 

Director Gunnar Rollefsen of the 
Norwegian Maritime Research Insti- 
tute says “tv cameramen who recently 
visited the Bergen Aquarium succeed- 
ed for the first time in history in 
filming the mating of two codfish.” 

* * * 

Ever wonder about the impact of 
tv commercials on youngsters, the 
three- and four-year-olds? Scholarly 
treatises and depth-research studies 
aside, we’re prepared to prove a good 
commercial is effective, albeit slight- 
ly warped. 

Case in point—a youngster we 
know who decided to help his mother 
do the dishes. She handed him a 
Brillo pad to scour a pot. “Oooh,” 
he said, “S.O.S., like on tv!” “Okay,” 
said mother, going along with the bit, 
“and do you know what’s in S.O.S. 

3?” 
the tot said, quoting a 
commercial, 


“Sure,” 
Hudson paper 
“Spenge-ability.” 
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S ANOTHER BIG LEAGUE 
FOR THE TWIN CITIES 


The Northwest's top-rated sports announcer, Dick Nesbitt, joins 
award-winning newscaster, Roger Krupp, for NEWS & SPORTS 
FINAL, Midnight, Monday through Friday on KSTP-TV, Channel 5. 


Now, with the Minnesota TWINS in major league action, a com- 
plete, final sports roundup becomes more important than ever. 
Dick will bring you up to date on all the activities and scores — 
including the West Coast night games — as Roger Krupp continues 
his unexcelled reporting of local, national and international news. 
For information about availabilities within, and around, NEWS 

& SPORTS FINAL, contact a KSTP-TV representative or your 
nearest Petry Office today. 
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THE SELLING SOUND FROM SIGNAL HILL / PART I 


Dave Garroway, 8 years Hi-Noon’s Cartoons, 7 years 


Bette Hayes’ 
“Accent’’, 8 years 


Picture of the Day, 
10 years 
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UNBROKEN When you buy participating spots on WDAF-TV, you're buying built-in sta 
bility of programming (see above), continuity of audience, the area§ 

YEARS OF most successful air personalities, and a solid selling climate that hasnt 
SALES missed a beat since 1949. That's why we're consistently tops in the big 


Kansas City market... and why we consistently move more products fof 
EXP ERIENCE our advertisers. There’s more to the story... ask your Petry man about it, 


| 
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SYMBOL OF StRWiICE 
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WROC-FM, WROC-TV, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. 
WGR-FM, WGR-AM, WGR-TV, Buffalo, N. Y. » KFMB-AM, KFMB-FM, 
KFMB-TV, San Diego, Calif. » WNEP-TV, Scranton—Wilkes-Barre, Penn. SSeS 


WDAF-TV, WDAF-AM, Kansas City, Mo. The ong tation Representa 


Represented by 














